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CONNECT IN CANADA WITH MARRIOTT®

From coast to coast, we’re in the business of making yours successful.

Offering flexible and beautifully-designed meeting spaces, professional event planners  
and creative catering concepts, our hotels are dedicated to providing a meeting experience  
that exceeds all expectations.

Book your upcoming meetings and events and enjoy exceptional incentives and rewards  
with Marriott Hotels of Canada.
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GOOD FOR YOU
When spas aren’t a solitary experience
PLUS,  OUT-OF-THE-BOX SPAS
Snakes, fish, dung! Spa treatments 
and locations sure to add extra WOW  
to incentive programs. 
BY CHRISTINE OTSUKA

MISTAKEN IDENTITY
Government, at all levels, has cut back on 
convention spending and tourism marketing. 
Why don’t they get what the MICE and  
tourism industries add to GDP?
BY ALLAN LYNCH

WHERE NEXT?
Up-and-coming incentive travel destinations
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Wild and wonderful Iceland is MICE-ready
BY SONJA CHILCOTT
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what's new on

Listen in on the conversation or better 
yet, join in! Follow us on Twitter for the 
latest breaking industry news and updates 

 @MeetingsCanada

View and share event photos, ask for advice  
from other planners and suppliers or react 
to industry headlines on our Facebook page 

 (facebook.com/MeetingsCanada)

If you’re heading to IncentiveWorks, make the most 
of your time by using the 2013 IncentiveWorks 
Appointments Tool. That way you can meet with who 
you want, when you want. Choose from more than 
700 exhibitors and maximize your IncentiveWorks 
experience before you set foot on the show floor.

CRUISES

NEWS

HOTELS

“You’ve attracted a potential 
client’s interest… You meet 
and talk about working 
together … and then it goes 
nowhere. Zip, nada… Has this 
ever happened to you?”

BLOG

From Chala Dincoy’s Vlog
“How I Doubled My 
Dreaded Close Rate”

FOOD + bit.ly/NotaBeneResto  

TORONTO’S 
NOTA BENE RESTAURANT

 + bit.ly/IWAppts 

LOEWS HÔTEL VOGUE RENO

BOOK YOUR 2013 APPOINTMENTS  
AT INCENTIVEWORKS

 + bit.ly/LoewsMtl 

 + bit.ly/ALHIOcean 

“How [planners] 
define what they 
do and why they 
do it should be an 
integral part of their 
pricing policy.  Do 
you see yourself 
as a provider of a 
commodity or a 
valuable service for 
your clients?”

Listen in on the conversation or better 
yet, join in! Follow us on Twitter for the 
latest breaking industry news and updates 

 @MeetingsCanada

View and share event photos, ask for advice  
from other planners and suppliers or react 
to industry headlines on our Facebook page 

 (facebook.com/MeetingsCanada)

LES SELBY, CMP, CMM,  
EVENT SPECTRUM

+ bit.ly/ComServ

ALHI’S 
OCEAN LINE

 + bit.ly/CloseRate 
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105 Princes’ Blvd., Exhibition Place, Toronto, Ontario  416 263 3000  sales@allstreamcentre.com

With free Wi-Fi Internet, spacious lounges and 
pre-function spaces, natural light and picturesque 
lakeside views, the state-of-the-art Allstream Centre 
is the perfect place to host your next meeting, 
convention or special event.

Start planning now. Visit allstreamcentre.com.

Deliver
at Canada’s Greenest 
Conference Centre

Allstream pg7.indd   7 13-07-05   4:08 PM



8 M E E T I N G S C A N A D A . C O M
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We asked everyone this month: 
WHAT’S THE ONE  

ACCESSORY THAT YOU  
CAN’T TRAVEL WITHOUT?

Meetings + Incentive Travel (M+IT) magazine receives unsolicited features and materials (including letters to the editor) from time to time. M+IT, its affiliates and assignees may use, reproduce, publish, re-publish, distribute, store and archive 
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“Shoes and lots of them.”

“My watch. I am constantly  
pushing up my sleeve.”

“Earphones because every trip  
should have a soundtrack.”

“A notebook to jot down names  
of places and people, odd facts,  

snippets of conversations.”

“A camera. I love keeping a 
visual archive of  

my travels.”

“Earplugs, for sleeping at night.”

“My tablet as it is multi-functional, a 
great work tool and keeps me from 

getting lost in new places.”

Masthead_Contributors.indd   8 13-07-05   4:08 PM
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contributors

“My running shoes so I can stay 
active on the road.”

Contact Maureen at:  
Maureen_lynch@hotmail.com

“My BOSE noise-cancelling 
headphones. With them, I can 
relax or focus on work anywhere 
– on a plane, in a noisy airport 
or hotel.”

Contact Ben at: 
benm@debutgroup.com

MAUREEEN LYNCH
Where next?

BEN MOORSOM
Deconstructing Events

55 42

“I travel with a pocket full of 
soft-bristle travel toothbrushes 
pre-loaded with toothpaste. 
Anywhere there’s water I can 
quickly freshen up.”

Contact Allan at: 
nscelt@hotmail.com

ALLAN LYNCH
Mistaken Identity 

50

“My ear plugs! It’s a beautiful 
way to have a peaceful flight 
and sleep anywhere!”

Contact Nikki at: 
nikki@sigmapromotions.com

NIKKI PETT
Relationship ROI

44

BRAIN
STRAIN

Here’s the August edition of Brain Strain, featuring two 
fun yet challenging word puzzles meant to give your grey 
matter an aerobic workout and get you thinking creative-
ly and strategically. Soon after each issue of M+IT mails, 
we’ll post the solutions online, at MeetingsCanada.com/
puzzles. So grab a pencil and put on your thinking cap.

These four words can be completed using the 
same three-letter sequence.  Can you find it? 

04
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Cover Illustration by: 
Stephen Munday

I assigned Allan Lynch the cover story (p. 
50) exploring whether the government 
was the MICE and tourism industries friend 
or foe in May. The news that the Canadian 
Tourism Commission (CTC) had decided 
to stop promoting Canada in the United 
States and other “poorly performing 
markets” had just broken. It was as if the 
Federal government was taking down the 
“Welcome to Canada” banner.

While none of the articles on the CTC’s 
decision to stop marketing south of the 
border mentioned the MICE industry, the 
decision—along with other cutbacks—has 
had an impact. If a Canadian CVB doesn’t 
have the budget to advertise or campaign  
abroad for its destination, it’s unlikely that 
destination will be top-of-mind with plan-
ners in other countries. 

But the spring brought good news from 
the Federal government too. In April, it 
announced its $1.3 million contribution to 
Louisbourg, Nova Scotia’s 300th anniver-
sary celebrations. 

These two examples illustrate the para-
dox of the MICE and leisure travel indus-
tries’ relationship with government. All 
three are bound together; sometimes the 
ties are an embrace, sometimes they’re a 
stranglehold. Unfortunately, the latter is 
becoming the norm.

Allan’s article also examines an aspect 
of the MICE-government relationship that I 
hadn’t considered when I asked him to do 
the story: government cutbacks to holding 
and attending events and conventions it-
self. An independent Ottawa planner, who 
asked to remain anonymous, reports that 
government business used to account for 

LORI SMITH,
EDITOR
LSMITH@MEETINGSCANADA.COM

M+IT EDITORIAL MANDATE Meetings industry and travel publications are often offered free FAM trips, accommodations and gifts. 
M+IT magazine only accepts those that will be featured in the magazine or online through editorial content. Destinations are chosen 
through reader surveys and market research.

Sign up for our newsletters,  
delivered right to your inbox.

Weekly The top five must-read stories 
of the week, plus industry blogs and 
important dates.

Monthly In case you missed it, we 
recap the most-read industry news  
of the month.

meetingscanada.com/newsletters

SOMETHING TO TALK ABOUT

COMING NEXT ISSUE

STAY IN THE KNOW

40 to 45 per cent of his company’s rev-
enue. Now it’s zero. The same planner also 
questions the economic benefit of the gov-
ernment bringing  planning in-house. 

This brings the conversation back to the 
subject of how the government perceives 
the industry—something we talk a lot 
about here at the office. As a newcomer  to  
covering the MICE market, I’m confused. 
CMM and CMP are both professional desig-
nations, awarded to individuals who have 
done the requisite work, in the classroom 
and field. Therefore, meeting planners are 
professionals on par with lawyers and ac-
countants. So, why aren’t they accorded 
the same respect? 

As we talk one day, I ask Sonja Chilcott, 
the magazine’s publisher, if we would be 
having these conversations about plan-
ners being treated like professionals if 
the industry was 80 per cent male and 
20 per cent female, instead of the other 
way around. She said that she hoped that 
wasn’t factor. I’d like to think the same but 
I’m not so sure.

In our fifth annual Hall of Fame issue 
we’ll be profiling the 2013 inductees. 
Turn to pages 18-19 of the Incentive-
Works Showguide for a list of finalists. 
All are worthy but only six are chosen!

AS I SEE IT

Editorial.indd   11 13-07-05   4:09 PM
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letters

event spotlight

ASAE –American Society of Association Executives, CAEM – Canadian Association of Exposition Management, 
CSAE – Canadian Society of Association Executives, GBTA – Global Business Travel Association,  
HSMAI – Hospitality Sales & Marketing Association International, MPI – Meeting Professionals International,  
Site – Society of Incentive & Travel Executives 

ADDITIONAL INDUSTRY EVENTS: 

AUGUST
 + 3  ASAE Annual Meeting, Georgia 
World Congress Center, Atlanta

 + 4 GBTA International Convention & 
Exhibition, San Diego

 + 15 Annual MPI Ottawa Golf Day,  
Fairmont Le Chateau Montebello

 + 22  Health & Safety and the Law 
Course, CAEM, Location TBA

SEPTEMBER
 + 2  The China Incentive, Business 
Travel & Meetings Exhibition, Beijing, 
China 

 + 4  HSMAI’s Meet Affordable Meetings 
National, Washington, DC 

 + 12  MPI Toronto Annual Meeting,  
Location TBA 

 + 17  Canada’s new Anti-Spam Law 
and Workshop, CSAE, The Fairmont 
Winnipeg 

 + 18  CSAE National Conference and 
Showcase, Winnipeg 

 + 25  CAEM Executive Forum &  
Luncheon, Allstream Centre, Toronto

FOR MORE INDUSTRY EVENTS, VISIT 
MEETINGSCANADA.COM

august
Site Canada Golf Tournament
Tee up for fun and networking at 

Site Canada’s Fifth Annual Golf Tourna-
ment. This official IncentiveWorks Part-
ner Event includes deluxe motorcoach 
transportation from the InterContin-
ental Hotel to Angus Glen Golf Club in 
Markham; a buffet breakfast in the club-
house; awards BBQ luncheon; and trans-
portation back to Toronto. Registration 
is open to all industry members. Sign 
up your foursome (or twosome) now!  
sitecanada.org

Keep on top of professional develop-
ment and networking opportunities 
in the business events community.

Canada Rocks
Raise a glass at MPI Foundation 

Canada’s annual fundraiser, Canada Rocks. 
This year’s theme is The Alberta Way, and 
the event will feature networking, regional 
cuisine, host bar and live country rock per-
formances by nationally known Alberta 
musical guests WiL and Michael Benard 
Fitzgerald. This official IncentiveWorks 
Partner Event will be held at Uniun, one of 
Toronto’s newest, coolest venues. 
meetingscanada.com/Incentiveworks

IncentiveWorks 2013
Join 3,000 of your col-

leagues at Canada’s leading conference 
and trade show for the meetings industry. 
IncentiveWorks offers you quality face-to-
face time with suppliers, networking events 
and top-notch industry-specific education. 
New for 2013: One-on-one coaching ses-
sions; updates on renovations, destinations 
and new products in the IncentiveWorks’ 
Presentation Theatres; expanded Social 
Zone with high-end entertainment. Trade 
show attendance is free for planners. A 
range of passes and prices are offered 
for the conference. To find out more visit 
meetingscanada.com/incentiveworks

A MISSING PIECE
“In your editor’s column [“A Million Moving Pieces,” June 2013], I 
was surprised to see no mention of the Business Events Industry 
Council of Canada (BEICC). 

 “This initiative, a couple of years old now, is de-
signed to create exactly the voice you were dis-
cussing. It is an association of associations that 
comprise the entire industry (admittedly a wide 
piece of waterfront). I mentioned it during the 
keynote I did for CSAE last fall, and noted that 
not everyone who needs to be there is in-
volved yet, but we need to see ourselves as 
part of something bigger if we are going to 
create the clout we ought to have. 

“It is interesting to compare what we are 
doing in Canada with what is happening in places as di-

verse as the US and South Africa.”

Warren Evans, CSP

AFTER SCHOOL
“Great article [“Now What?,” June 2013]. As a part-time teacher 
myself (Centennial College, Post-grad program - Festivals Events 
Conference Management), I’m so pleased to see articles that talk 
about education and requirements. I agree with those that stated 
education is just a part of the process and experience is so needed. 
We are finally starting to understand that conferences, special 
events and meetings are business opportunities that use the ser-
vices of hospitality, tourism, etc. 

“As a service to my students, I’ve built up a database over the 
years and send out volunteer and job opportunities when they 
cross my desk. Some students from 10 years ago are still on my 
list. I tell my students to do two things: One, join an association. 
Two, do volunteer work in the industry.

“My greatest joy is seeing my students in the profession, being 
successful!”

Sandy Biback, CMP, CMM
Imagination+  Meetings Planners Inc.

13
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I took over the editor’s chair here at M+IT 

on April 3. Since then, I’ve attended more 

than a dozen industry-related events; 

done a site visit in California; worked on 

the content needed for the Canadian com-

ponent of the IMR e-newsletter—M+IT’s
 

newest partnership; shot videos with a 

new vlogger; lined up a great  new blog-

ger; helped produce and write this issue 

as well as our weekly and monthly enews-

letters; and met a lot of great people. But, 

perhaps the most interesting thing I’ve 

done is attend this year’s National Meet-

ings Industry Day (NMID) event in To-

ronto. (See coast-to-coast coverage from 

M+IT staff on pages 17-21).

The day before NMID, M+IT held its first 

Tweet Chat (join us on the first Tuesday of 

every month at #chatMIT). From 1:00 p.m. 

to 1:30 p.m. EST on April 17, we asked mem-

bers of the industry to share their thoughts 

on two questions: One, how can we use 

NMID as a catalyst to effect change in the 

industry? And two, what can the planning 

community do to better communicate its 

role and economic impact to people out-

side of the industry? 

The conversation was enlightening. One 

participant commented on the industry’s 

need to demonstrate value, not just talk 

about it. Another asked for clarification 

on NMID’s purpose. No one had an answer 

to the second question. Interestingly, the 

topic of effectively communicating the 

meeting planning industry’s impact came 

up again the next day during the Q&A at 

the NMID Toronto event. “Why,” an atten-

dee asked, “does an industry that brings 

in more than $32 billion a year to the 

LORI SMITH,

EDITOR

LSMITH@MEETINGSCANADA.COM
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Canadian economy not have a voice? Why 

doesn’t it have a seat at the government  

table?”

Well, part of the answer lies in the 

fact that this is an industry with a million 

moving pieces. In the short, immersive six 

weeks that I’ve been in it, I’ve learned that 

it combines travel, gifting, food and bever-

age, marketing, logistics, human resources, 

hotels, convention centres, organizational 

development, graphic arts and more. Its 

breadth and depth makes it difficult to de-

fine and codify as a North American Indus-

try Classification System (NAICS) industry. 

It also lacks comprehensive union power. 

Auto workers can bring government to its 

knees. Event planners, not so much.

But I have also learned this: Event plan-

ning is a big, smart, exciting, essential in-

dustry filled with people who are brave 

enough—and care enough—to ask and an-

swer hard questions. I’m happy to be here 

covering the debate.  
IncentiveWorks Showguide is back 

with all the details on its exciting line-

up of speakers and exhibitors. Plus, 

we take an in-depth look at how the 

wrong incentives can be disincentives.

AS I SEE IT

Editorial.indd   13
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Brain Strain.indd   12 13-07-09   3:18 PM



Follow us!

InternationalCentre.com
6900 Airport Road, Mississauga, Ontario  
905.677.6131 / tf 1.800.567.1199

3 450+ EvEnts a yEar
3 $4.5 M rEnEwal Plan
3  500,000+ ft2 EvEnt & MEEtIng vEnuE
3 5,000 frEE ParkIng sPaCEs

For Trevor Lui, puTTing on a greaT evenT 
is more Than jusT a job. iT’s a passion. 
As the Director of Operations and Sustainability, Trevor is committed to the 
success of the over 450 events hosted each year at The International Centre. 
“We attend to every detail from crisp linens, to the perfect temperature 
and even that special Tweet.” They say that you are only as good as your 
last event and with an endless calendar, you better love what you do. 
His expertise is in hospitality, event management and sustainability but 
his true strength, however, is the relationships he has with his team, 
with his partners and with his clients. “We’re a family. People come 
to us because we make it happen and we’ll do whatever it takes.”

International Centre pg13.indd   13 13-07-05   4:11 PM
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wrap-ups

SPINCON 
SPIN is a unique community organized by planners, for planners. 
They don’t think of themselves as a traditional association be-
cause they don’t do things the way you might expect. After my 
experience at SPINCon 2013, I have to say, they really are different! 

The tone for the conference, held in Atlantic City June 5-7 at 
Harrah’s Resort, was set in an e-mail from SPIN founder/president 
Shawna Suckow: “Wear what makes you comfortable. Shorts and 
flip flops or jeans and a t-shirt would be acceptable!” This down-
to-earth vibe continued throughout the entire conference, which 
was great because the program was action-packed! 

SPINCon offered unique sessions that got people out of their 
seats and into the great outdoors. After the last session of the 
afternoon, delegates were given the option to head outside and 
continue their session while walking, in what the conference called 
“Walk with Me” sessions. Research shows that people learn more 
while they’re walking and SPINCon put this to the test.

In addition, conference organizers limit supplier participation 
to 33 per cent of overall attendance; there were no stuffy galas or 
cocktail receptions (rather local Springsteen cover bands at ONE 
Atlantic, and a VIP pool party at Harrah’s); and finally, the entire 
conference was paperless!

I have a lot more to say about this conference, however, there is 
just not enough space on this page. So hopefully you’ll check it out 
next year! Be sure to visit their booth at IncentiveWorks for more 
info! —CORI-ANN CANUEL

AIBTM
AIBTM’s (America’s Incentives, Business Travel and Meetings Expo) 
move to Chicago has proven that changing things up can be just 
what an event needs to grow. Since it’s inception, AIBTM has been 
held in Baltimore, Maryland. Moving to Chicago saw a 33-per cent 
increase in the number of hosted buyers and a 51-per cent jump 
in first-time attendees—an impressive achievement in a single year. 

The first day of the event kicked off with a full day of education, 

delivering 35 sessions and workshops on a variety of general in-
dustry and niche topics. PCMA, MPI, IAEE and many other indus-
try associations delivered the content of which most qualified for 
CEU’s. Sitting side-by-side with other planners, sharing ideas and 
brainstorming in the workshops was a personal highlight for me. 

Days two and three moved into their trade show, which fea-
tured 800 U.S. and international exhibitors. The Refresh Zone, 
where planners could sample tasty treats from local food partners, 
get a head shot taken and try out cool new event gadgets, plus on 
floor education rounded out the experience. 

All eyes will be AIBTM as it moves to Orlando, FL, for 2014 to 
build on the momentum gained in Chicago. —ROBIN PAISLEY

MPI TEC
It was my first time at the MPI Toronto Education Conference 
(TEC) and I already can’t wait for next year. It was held June 16-
18 at Blue Mountain Resort where the cuisine was exemplary and 
conversation at every turn spoke to the theme “Where Magic and 
Innovation Meet.” The opening night reception began with an 
arsenal of magic tricks by Canada’s team-building magician An-
thony Lindan. Later, keynote speaker Thom Singer reminded us 
that the power of networking begins with the word “hello” and 
that we should use hallway conversations as learning opportun-
ities to make new contacts.

The breakouts I participated in gave me insight into how to 
go paperless with new apps (especially Evernote), how a mobile 
event app can offer attendees and sponsors brand new opportun-
ities and how to write to influence. The power of blue-sky thinking 
was palpable in the un-conference sparking ideas left and right.

TEC was the trial ground for Shawna Suckow from SPIN to 
conduct an innovative session, Zombies 2030! Creating the Most 
Challenging Conference Imaginable. Everyone sat in groups at a 
table with a different topic and worked together to fashion the 
first ever Zombie Conference. Finally, the closing panel suggested 
you start questions to your clients, your attendees and yourself 
with “How?” So I ask, “How will TEC be better next year?” I guess 
I’ll have to wait to find out! —STEPHANIE HILTZ
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GOOD THINGS HAPPEN 
WHEN WE WORK TOGETHER
At Hilton Worldwide we have over 3,500 hotels in 23 countries across 
the Americas. We know better than anyone what a meeting planner 
requires to be successful; after all we’ve been helping people book 
meetings for over 93 years! 

For Your Customer: Our commitment to them is fresh thinking, 
seamless efficiency and inspirational experiences… As well as a special 
reward to anyone who, between June 15th and August 31st 2013, books 
800 room nights or more for arrival before April 25th 2014 - 1,000,000 
Hilton HHonors points - that’s enough for a 10 day luxury holiday or 20 
weekend getaways! 

For You: As a special thank you for the hard work you do, we also 
have a special reward for you - 100,000 Hilton HHonors points - that’s 
enough for a digital camera or a designer watch!

© 2013 Hilton Worldwide

To find out more visit hiltonworldwide.com/goodthings 

Book and Earn:

• Up to 50 room nights: 5,000 points 

• 50-100 room nights: 10,000 points 

• 100-250 room nights: 25,000 points

• 250-500 room nights: 50,000 points

• 500-800 room nights: 75,000 points

• Over 800 room nights: 100,000 points
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SPECIAL ADVERTISING SECTION

u Emcee Stuntman 
Stu from Majic 100 was 

sponsored by Porter 
Airlines and Fairmont 

Tremblant.

p Group shot of all the nominees at the 2013 Prix Prestige Awards Gala. 

p MEMBERS OF THE 

AWARDS COMMITTEE. 

BACK ROW (L TO R): 
Scott Ventresca, Diane 

Fowles CMP, Maryse 
Morin, Steward Hartley 

and Norman Reid. 

FRONT ROW (L TO R): 
Guido Guzzo, Director  

Chantal Montpetit, 
CMP, Lisa Sharman, 

and Carole Morissette. 
Missing: Ron Hanniman.

q AVW-TELAV 
was the audio 

visual partner while 
Mediaco provided 

in-kind sponsorship 
for the presentation 

production. Thematic 
décor was provided  

by Mastermind  
Event Rentals.
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gala
GOES

MOTOWN
By Melanie Hudson, National Association of Federal Retirees

PHOTOS BY BRIAN SCOTT, SCOTT PHOTOGRAPHY
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O n May 9th, close to 300 
guests gathered at the 

Hilton Lac-Leamy to celebrate 
with 21 nominees in seven 
industry-related categories. 
Symbolizing the Motown theme 
of this year’s Prix Prestige 
Awards Gala was a giant record 
album spinning behind centre 
stage. All the pieces were in 
place for a memorable evening, 
from the thematic décor and 
witty emcee, to the numerous 
musical interludes and first-class  
cuisine. Attendees finished the  
evening swaying on the dance  
floor, listening to the George 
St-Kitts Band perform favourites 
from artists such as The 
Temptations, Smokey Robinson, 
Diana Ross & the Supremes, 
Marvin Gaye and The Jackson 
Five. A long list of sponsors 
made the Gala possible, along 
with a group of dedicated 
organizers. I heard it through 
the grapevine that other than 
actually being there, these 
photos are the next best thing!

x e a 
R  Y U 
w

1. Michelle Shortall, 
CMP accepted the title 
of Honourary Member 
from MPI Ottawa 
Chapter President Lira 
Buschman, CMP. 

2. The Rising Star 
award, sponsored 
by AV-Canada, went 
to Ryan Young, 
Brookstreet Hotel.

3. Sponsor Jennifer 
Holly, Travel Alberta 
congratulated Student 
of the Year, Denise 
Compean of Algonquin 
College (right).

4. Marye Ménard-Bos, 
CMM, CMP, National 
Judicial Institute was 
named Planner of the 
Year. The award was 
sponsored by the 
Westin Ottawa.

5. Mentor of the Year 
Patricia Pearson,  
CMP, Brent Moore & 
Associates with award 
sponsor, François 
Brunet, D.E. Systems. 
Also sponsoring the  
award was ConferSense  
Planners Inc.

6. Supplier of the Year 
was Scott Ventresca, 
Tourism Toronto.  
AVW-TELAV sponsored 
the award.

Gold sponsor 
Maria Cefali, 
Tourism Winnipeg 
and Partners.

Renaude Poirier, 
Outaouais 
Tourism 
sponsored the 
statuettes.

Representing the 
host sponsor was 
Fabienne Nadeau 
of the Hilton  
Lac-Leamy.

Gold sponsor 
Sandra Moniz, 
CMP, Meetings 
and Conventions 
Calgary.

Gold sponsor 
Scott Ventresca, 
Tourism Toronto

Platinum sponsor 
Brent Beatty 

from Edmonton 
Tourism played 

with his son Josh.

q The George 
St. Kitts band 

was sponsored 
by Tourism 
Toronto and 

Meetings and 
Incentive Travel

4321

5 6

7

7. Volunteer of the Year Lisa Holmes, HRSDC (centre) with Québec City 
Tourism sponsors, Lynn Chiasson and Nancy Dacres.

MPI OTTAWA PRIX PRESTIGE AWARDS GALA

THE AWARD WINNERS

SPONSORS
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Q. How should planners deal with illness when they are 
the lead on an event? What should planners do to be 
prepared for illness on-site?

A.For “routine” illness, planners should always pack any 
over-the-counter (OTC) medications they might need. 
Some of these medications may not be available, espe-

cially when travelling internationally. Or an illness may hit suddenly 
and the last thing a planner wants to do is try to find a pharmacy.

The planner should also know where the nearest hospital or 
clinic is. Travel insurance (the kind that provides for transportation 
back home if necessary) should be considered if travel is to a coun-
try with a different standard of medical care. A few years ago, I had 
two colleagues who were badly injured (fractured vertebrae, broken 
leg) in two different countries—one in South America, one in the 

U.K. Neither country offered pain medication 
and both returned to North America with noth-
ing for their pain but ibuprofen (Advil). 

On-site, planners (and really, any traveller) 
should keep a list of medications and dosages 
they take in their cell phones or on a card in 
their wallet. In case of illness, this is one of 
the first questions a doctor or EMT will ask. 
They should also put their emergency contact 
under ICE (In Case of Emergency) in their cell 

phones or on a card in their wallets.
Research into what foods may be unsafe is important. I read 

a story once about a man in Mexico who bought a cantaloupe 
(because fruit with skin is supposed to be safe). He got sick. Ap-
parently the market used a syringe to squirt water into the melon 
to make it seem juicier. On a recent business trip to Shanghai, even 
the locals reminded me not to eat uncooked vegetables.

Above all, planners should wash their hands with soap and 
water whenever they can and carry wipes and hand sanitizer. This 
is probably the best thing to do to avoid illness.

The planner who is ill (depending on the severity of the illness) 
should not try to work the event because it is far too easy to make 
mistakes when sick. Also, the risk of making others sick is very 
high and could even be serious, for example if any of the staff or 
attendees is immune-suppressed. Finally, we only have one life to 
live and getting sick is the body’s way of telling us we need a rest. 
Meeting professionals are notorious for not listening.

Illness happens. From a practical standpoint, there should 
never be just one person on-site who knows the program. Cross-
training on programs is essential because “the show must go on” 
even if the planner can’t. None of us is indispensable. But to ease 
the burden on the staff who have to pick up where the ill planner 

Falling ill during a program; Tough conversations with suppliers 

QUESTIONS AND ANSWERS 
ON ISSUES OF INTEREST

left off, advanced planning is essential. Briefing at least one other 
planner fully on the event allows a seamless transition. This is a 
good practice to be in even if the issue is not illness, because it 
may be a travel delay, a family emergency, or other issue that pre-
vents the planner from fulfilling her or his duties.

Q.How do you politely tell a supplier that you will not be 
working with them in the future because of concerns you 
had at the event. How do you tell them you are planning 

to go with a competitor or that you are no longer interested?

A.The event industry in Canada is a close-knit community 
and you don’t want to burn bridges by firing a supplier 
in an aggressive or rude manner. As event managers, we 

have many details to manage and we rely on our suppliers to deliv-
er what they have promised. We all know by now that when things 
can go wrong, they will—and usually at the worst time. As the key 
point of contact between the organization and the event suppliers 
it’s likely that you will be held responsible for 
your suppliers’ failures or shortfalls. 

If a supplier has let you down so dramatic-
ally that you feel the only option is to discon-
tinue the relationship then you need to docu-
ment and address the deficiencies both when 
they occur and again at a post-conference 
meeting. I prefer to wait until all of the meet-
ing wrap-up has been completed and I’ve had 
a bit of time to regain my objectivity on the 
matter before scheduling a face-to-face post-
conference meeting. During the meeting you should review all of 
the deficiencies that were noted. It’s important to be very clear on 
how your expectations were not met. If the supplier is unable to ad-
dress the issues to your satisfaction then you can politely tell them 
that you have decided not to use their services on future events.

This is a good time to develop a new RFP. It will demonstrate to 
your superiors that you are doing your due diligence and working 
in the best interest of your organization and event. Depending on 
the organization, you may already have a mechanism in place that 
requires a benchmarking RFP every three years. If your supplier’s 
performance has been mediocre this is an opportunity to compare 
them to the competition. If their work has been unacceptable you 
can let them know politely that you will not be including them on 
the bidder’s list. 

DO YOU HAVE A QUESTION? E-mail cotsuka@meetingscanada.com 
and M+IT will call upon an expert to answer it in an upcoming issue.

M+IT EXPERT 
TYRA HILLIARD, 
Hilliard Associates, LLC

M+IT EXPERT 
NAOMI WAGSCHAL, 
The College of Family 
Physicians of Canada

ASK AN
EXPERT

Ask an Expert.indd   18 13-07-05   4:14 PM



A member of Langham Hospitality Group

We’re now called the Eaton Chelsea, Toronto—but it’s the same hotel 
you’ve always loved! With one difference—we’re completing a 
multi-million dollar function space renovation. From our attentive staff, 
to a range of accommodations including complimentary in-room Wi-Fi, 
to Exert �tness centre and pool on Deck 27—Toronto’s Meeting Place is 
where you’ll �nd the perfect balance for your event.

YOU’VE GOT A FRIEND 
IN TORONTO

eatonchelsea.com / 1-800-CHELSEA (243-5732)

Opening Offer: All-inclusive meeting package from $100 per person 
including complimentary upgrade to hot lunch!*

*Book between July 1 and September 30, for meetings through December 31, 2013. Minimum of 15 people per meeting. 
Rate in Canadian funds. Conditions and restrictions may apply. Price is inclusive of taxes, gratuities and fees. New bookings only.

               knows 
vibrant meetings!
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While the meetings industry will always remain people oriented 
and customer driven, the rise of digital technology and its capabil-
ities will certainly have an impact on our business.

In the past, total space available for rent or advertising in our 
venues has traditionally been very limited by square footage avail-
able as well as the advertising and signage capabilities we offer 
our organizers and our customers. But static advertising displays 
and unused plain walls are fast becoming a thing of the past.

Individuals expect to be able to access readily available infor-
mation online. From live news feeds to forums, networking sites 
to online shopping, the online space requirement is growing every 
day and so is our user experience and interaction with it. It is 
therefore natural that these individuals would also want an online 
and interactive connection with our venues. Visitors want to be 
pulled into an experience that enables them to look, be involved in 
and give feedback at the event they attend—an interactive experi-
ence that is tailored to their specific needs and interests.

Technology is certainly keeping up with these expectations. As 
an example, digital signage in venues can now be fully networked 
and offer branded displays that are broken up by short bursts of 
live footage, interviews and venue updates to create an interesting 
and up-to-date virtual environment. Interactive and multi-touch 
abilities also play a crucial part in the evolution of digital displays. 
Venues are evolving into environments where delegates visit, view 
and touch, ensuring a fully immersive experience from start to fin-
ish and offering more vibrant sponsorship and branding oppor-
tunities to organizers. 

As an avid user of a number of social media channels, I am 
excited by the technological capabilities that have the ability to 
display live social media feeds including Twitter and Instagram. 
Delegates can post their comments and thoughts about the event 
and these can be displayed on a range of digital channels, which 
obviously creates a social buzz and a great online networking op-
portunity. Statistics from the last quarter of 2012 show that there 

are one billion active Facebook users and 200 million active Twit-
ter users—there were 9.66 million tweets during the opening cere-
mony of the London Olympics and Paralympics Games in 2012 
and, for the first time in history, 2012 online Christmas sales sur-
passed actual physical high street sales in London. 

These statistics are a clear indication as to how we integrate with 
online and social media and how it is now an integral part of our 
businesses and our lives. It is certainly starting to develop a role in 
our industry too. As an example, during the UFI Congress 2012 and 
World Future Energy Summit 2013 hosted at the Abu Dhabi Na-
tional Exhibition Centre (ADNEC), there were active Twitter trends, 
illustrating the role of social media as a tool for organizers and 
venues. As there are 2.4 billion Internet users worldwide, a digital 
experience that allows visitors to select and send certain data and 
information electronically is not only a great tool for visitors, but 
also ensures the venue and organizers are more sustainable.

I would suggest that with the constantly evolving digital tech-
nologies and visitor interaction possibilities, it is inevitable that 
wall space will become more valuable than floor space. High speed 
infrastructure is a high-worth asset and a substantial new revenue 
stream, and digital signage solutions will not only become an inte-
gral part of the venue and its offering, but also become tailored to 
the needs of the organizer and venue, particularly as investment 
costs of large size digital media are dramatically reducing year 
on year. 

Having said this, the face-to-face authentic experience will still 
be the lifeblood of our industry. Human interaction, with our cus-
tomers and the customer experience driven by great service, will 
always remain a priority for the events industry, but the future for 
wall space is certainly a very bright and exciting one. 

—Pieter Idenburg is CEO of The Abu Dhabi National Exhibition Centre  

(ADNEC) and a prominent member of the International Association  

of Convention Centres (AIPC). www.aipc.org

CONVENTION 
FILE
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Digital technology is making wall space as valuable  
as floor space. BY PIETER IDENBURG, GROUP CEO, ADNEC 

THE WRITING’S 
ON THE WALL
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The Final
Verdict

KAREN BOSSIN
Director, Conferences  
& Events,
Shoppers Drug Mart 

They say every-
thing is negotiable 
but depending on 
the property, this 

can really vary. I go in with my standard 
“wish list” as a starting point and I typically 
negotiate guestroom rate, meeting space 
rental (may be comp) and a f&b discount. 
Concessions include suite upgrades, hotel 
facility discounts, comp guestrooms (1/40 
min.), discounted guestrooms for staff, AV 
discounts,  VIP amenities and comp WiFi. 
Suite upgrades should be plentiful. It really 
doesn’t cost the hotel much and is a great 
perk or prize item for delegates.

Since I consider the hotel and the plan-
ner as partners in creating the optimum 
experience for the delegates, it would be 
great if sponsorship ideas were provided, 
such as paying for the cost of bussing 
from the airport, offering a cocktail recep-
tion or refreshment break compliments of 
the hotel, sending a gift to the rooms, or 
creating an “enhanced customer check-in 
experience” as was done at my last con-
ference. During peak check-in hours, the 
Marriott World Hotel in Orlando had live 
music playing in the lobby, served various 
drinks to our people in line, and the front 
desk staff all wore conference buttons to 
advertise our conference theme.

BRENT TAYLOR
CMP, CMM
Managing Partner,
Timewise Event 
Management

When negotiating 
contract conces-
sions with proper-

ties, I have properties add a clause that 
makes our minimum guarantees cumula-
tive. For example, if we are over on our 
food and beverage we can apply the ex-
cess amount to guestroom block attrition 
damages we may be facing.

There is a recent trend with hotels mov-
ing from horizontal attrition to vertical at-
trition on guestroom blocks. This is where 
guestroom pickup is not cumulative and 
is calculated by the day as per the daily 
quantities specified in the contract. I nego-
tiate a clause stating that the room block 
guarantees will be cumulative.

Another concession I typically negoti-
ate is complimentary Internet access in our 
meeting spaces. When negotiating this, I 
keep in mind that our attendees are bring-
ing multiple devices. If the hotel needs a 
maximum quantity of connections speci-
fied, I will calculate and negotiate a quan-
tity based on 1.5 to 2 devices per attendee.

Finally, I ensure a Force Majeure clause 
is included specifying that any disruption 
preventing or delaying at least 25 per cent 
of attendees from appearing will be con-
sidered an Act of God.

VICKY ROPER
Director of Events  
and Operations,
Canadian Association 
of Fire Chiefs

Your association 
wants an excep-
tional conference 

hotel/facility. The hotel/facility wants your 
business. Both can achieve their goals by 
being firm yet flexible during negotiations. 
Be clear about the value that your event 
can bring to the hotel/facility and what you 
need and what you’d like. 

Some of the typical concessions I see 
include: waiver/reduction of meeting room 
rentals based on f&b functions and sleeping 
room block; comp room ratio; comp room 
nights for site inspection and pre-con meet-
ings; comp executive suite for the president 
of the association; discounted staff rooms; 
comp internet/WiFi for guests and meeting 
space; and room upgrades for staff, speak-
ers and VIPs.

However, there are other concessions 
that aren’t typically used in the initial ne-
gotiation phase, but can be pulled out of 
the arsenal to allow hotels to compensate 
for areas such as higher room rates: room 
block reservation cut off closer to the 
meeting date; reduced service charges (i.e. 
shipping & handling); free/reduced park-
ing; VIP gifts (i.e. welcome package); dis-
counts for on-site services (i.e. golf, spa); 
and free local calls. Never be afraid to ask.

corporate independent association

HOW SHOULD SUPPLIERS 
SWEETEN THE DEAL?
What incentives/concessions do you expect when negotiating a booking with a specific hotel 
property? Are there any incentives/concessions that you believe should be negotiating points  
but aren’t typically part of the process? If yes, what?

AS TOLD TO CHRISTINE OTSUKA

HAVE AN OPINION? 
E-mail cotsuka@meetingscanada.com

Regardless of the concessions you expect or prefer, 
these planners agree that the key to getting the 
most for your client/employer and staying on budget 
comes down to keeping the lines of communication 
open between yourself and the properties you’re 
considering. Instead of waiting for an offer, dream 
up something that might lessen your expense line 
and see what happens. The squeaky wheel gets the 

grease, so if there are concessions that 
will help offset the cost, be sure to speak 
up. If you’re happy, your delegates, client/
employer and supplier partner will be as 
well. Win-win-win-win! 
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BY PATRICK MCGOVERN 

In today’s marketing world, branding is an always-on activity. 
With so many points of contact, online and offline, a strong brand 
must be seen as active and vibrant; otherwise, it stagnates and 
loses ground.

As a business-to-business professional, it’s important to always 
be aware of how your activities affect the health and growth of 
your brand. Whether we’re talking about a corporate brand, a 
product, or your personal brand, you should strive to express its 
values in a way that is consistent and engaging.

Here’s a simple set of rules you can count on the fingers of one 
hand. To be a successful modern marketer, make them part of your 
daily routine.

1. BE AUTHENTIC. The most valuable asset a brand can have 
today is integrity. What that means is that your brand 
stands for something and doesn’t waver. No one wants to 

align themselves with a brand that’s wish-washy, expressing one 
thing today and something else tomorrow, tagging along after 
every passing trend. Know the values that your brand represents 
and stay true to them!

2. BE RELEVANT. No brand is an island. A brand becomes 
meaningful when it is discovered by people who asso-
ciate it with a set of values they share, thus creating a 

brand community. So being relevant means, first of all, under-
standing what is important to them. Beyond that, it means staying 

in touch with your community so you are constantly aware of their 
shifting priorities over time. With this solid perspective, you’ll be 
able to develop messaging that continues to reflect the values 
that drew them to the brand in the first place.

3. BE INTERESTING. Everyone’s attention is fragmented 
and distracted these days. To avoid getting lost in the 
shuffle, find creative ways to express your message. This 

does not mean going off-topic. It’s more like giving your audience 
a different angle of perspective, a different way of viewing the 
values that give meaning to your brand. The important thing is 
ensuring that your “voice” remains consistent.

4. BE ENGAGING. One of the best ways to strengthen your 
brand is to let your brand community feel involved with 
it. Give them opportunities to interact with you. This can 

be a contest, a learning experience, or something as simple as an 
online poll. Ideally, it should be something that members of your 
brand community want to share with other people they know—
creating the potential of bringing new members into the fold. 

5. BE PRESENT.  An important part of knowing your brand 
community is knowing where to reach them. Are they ac-
tive on Facebook, LinkedIn, Twitter? Or, are they more in-

clined to focus their attention on your brand when they encounter 
it in traditional print media (like this magazine)? You don’t have 
to be everywhere. Smart marketers find a position of common 
ground with their brand communities and establish a consistent 
presence there. 

Learn these five daily essentials—memorize them, tack them 
on your bulletin board, tattoo them on your arm! Make them part 
of your branding DNA, and your brand will be well positioned for 
growth. The key is to keep at it…every day! 

—Patrick McGovern is principal, chief strategy officer at Blade Creative  

Branding, a Toronto-based branding, advertising and marketing solutions firm. 

pjmcgovern@bladebranding.com.

BRANDING MATTERS

On Brand 

“A brand for a company is like a reputation for 
a person. You earn reputation by trying to do 
hard things well.”  — JEFF BEZOS, FOUNDER, AMAZON.COM

“A lot of brands, you can’t touch them.  
When you’re dealing with Snoop Dogg,  
he brings you closer to the brand and it  
feels like it’s a part of you.”  — SNOOP LION, MUSICIAN

BUILD YOUR 
BRAND 
EVERY DAY

The five essentials for 
a growing brand.
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MAYOR NAHEED NENSHI
Mayor of Calgary

LEADERSHIP

Calgary is highly accommodating, with more than 12,000 hotel rooms.

Getting here is easy. Every week there are 1,800 direct flights from 60 cities.

Calgary breeds leaders and embraces visionaries. Being open to change and  
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In my experience, the issue of delegation is all too common with 
business owners, managers and planners, who think they are the 
only ones who can do what they do. The truth is, no matter how 
difficult, intricate or niche your expertise may be, there is almost 
always someone available (and often within your organization) 
who can assist you. You’re wasting time and slowing your busi-
ness growth when you try to do everything yourself. 

However, most business owners and managers feel uncomfort-
able passing their work to their employees. They don’t trust that 
the work will be done satisfactorily or they’ve had a negative ex-
perience with delegating work to an employee that didn’t meet 
their expectations. This is where the (unfortunate) micro-manager 
is born—the person who keeps their employees on a too short 
leash.  

So, how do you become an effective delegator? You need to 
delegate not only the work, but the decisions themselves. If you 
are fielding employee ideas all day and sending them back to im-
plement your solutions, you aren’t there yet. What you should be 
striving to do is provide the initial tools and encourage decisions 
and solutions from the team itself.

Adopt these five delegation tactics and you’ll soon find your-
self with a more capable team and a more successful business. 

1. BE CLEAR.
Most delegation issues arise when people do not clearly under-
stand what is expected of them. If things aren’t clear, work will 
not get done and decisions will not be made. Yes, it does take 
more time up front to make sure things are clear, but it’s time well 
spent. So, at the beginning of any project, clearly outline what the 
expectations are. If your employees know what you want, you’ve 
eliminated most of the issues already. Note that when people have 
trouble understanding something that you find simple (and they 
will), be patient. Showing your frustrations will only discourage 
them from asking for clarification the next time. 

2. PUT PROJECT EXPECTATIONS IN WRITING.
A face-to-face explanation is important but you’ll also need to 

put things in writing. Written documents put accountabilities on 
permanent record, reducing the chance that things will be forgot-
ten. The importance or complexity of the task will determine the 
formality that is necessary. A more significant project should be 
documented in full detail, something smaller might require only 
a short e-mail. 

3. ASSIGN A COMPLETION DATE AND TIME.
Never delegate without a completion date and time. For example, 
“the proposal must be completed and distributed by 1:00 p.m. on 
March 3.” If you are delegating a permanent responsibility you 
need to make sure you have a date or time: “The Cost-Analysis 
Report should be completed by the 10th of every month.” If the 
project is of low priority, give it a due date appropriately far away. 
If you don’t, it won’t get done. And remember, in a busy company, 
dateless projects will always be given a low priority. 

4. SET UP CHECKPOINTS.
Nothing is more frustrating than working for weeks on a project or 
new task, only to find that you were headed in the wrong direction 
and have to start over. The best way to give feedback is to set up 
dates to monitor progress. Checkpoints give your employee the 
freedom to work independently, with just enough supervision to 
keep them on track. 

5. NEVER TAKE BACK THE RESPONSIBILITY.
When your employees come to you for help, offer your advice and 
support, but never take back the responsibility you have given. 
“Let me think about it and I’ll get back to you” is almost always 
the wrong response to an employee’s problem. Instead, offer your 
input, and then have them make their own decision. Better yet, 
make it a policy that employees must bring suggested solutions 
with them whenever they come to you with a problem.   

—Mark is president & founder of Wardell Professional Development  

(www.wardell.biz), an advisory group that helps business owners plan and 

execute the growth of their companies.  mark@wardell.biz

5 TIPS TO IMPROVE YOUR 
DELEGATION SKILLS BY MARK WARDELL

Get comfortable passing  
  work to employees.
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Meeting at an Ontario Resort not only provides you
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isit another world, just an easy drive from the city. On-
tario’s resorts offer you a full spectrum of natural settings 
for your next corporate event or company retreat, with 

services and amenities as sophisticated as any urban hotel. 
Our on-site meeting planners are ready to help you put 

together an exciting, original program combining business with 
fun, or help you set up a memorable corporate meeting, confer-
ence or business function. Our resorts offer state-of-the-art 
technology and AV equipment, high-speed Internet and WiFi, 
and a choice of venues from large and sophisticated to small 
and intimate. You can even opt to co-ordinate your event over 
more than one resort; we can help you with that too.

Many of our resorts have onsite team-building experts who 
can custom-tailor a program to meet your specific goals, or just 

help your colleagues have fun and see themselves and each 
other in a new context. In the warm months, enjoy a few rounds 
of golf on our first-class golf courses, get out in a kayak, have 
fun at a waterpark, or go on a guided hiking tour with a trained 
naturalist. In winter, take a sleigh ride or ski over miles of un-
spoiled, groomed trails. After a busy day of work or play, indulge 
in a spa treatment, relax in a hot tub, or savour a wide range of 
fine cuisine served up by expert chefs.

Come visit a quieter neighbourhood: visit www.resortsofon-
tario.com for a complete list of Ontario’s great resort getaways. 
Use the incredible time-saving RFP digital application, and 
discover a fresh perspective for your next event!
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STRIVING FOR 
SOMETHING 
GREATER

Definitions of success. BY SHANNAN SCOTT

Recently I had a conversation with a colleague in the industry 
about success and how we measure it in our lives personally and 
professionally. I became curious about whether the definition of 
career success is changing—does it have a completely different 
meaning today than it did 40 years ago? 

I reached out to my community within the meetings and events 
industry through personal connections and LinkedIn industry 
groups to explore this topic further and discover different genera-
tional perspectives. I asked the following questions: How do you 
define success when it comes to your career? What does success 
mean to you?

Baby Boomers, Gen X’s and Gen Y’s responded enthusiastic-
ally. A particular trend was certainly evident from the Baby Boom-
er response. Each mentioned how their definition of success has 
changed and continues to change over time. In the early years 
of their career they were focused on learning it all, climbing the 
corporate ladder, making money. Over time they became finan-
cially stable so today their success is defined by achieving the 
ever-elusive work/life balance and time to fully engage with their 
family, friends and personal passions on a consistent basis. Baby 
Boomers are also now in a position where giving back to their 
community through volunteering, mentoring and collaborating is 
very important and a big measure of overall career success. 

When Gen X’s first began their careers, they shared the same 
mentality and aspirations as the Baby Boomers, but gradually de-
cided to abandon the traditional employment world and are now 
on a mission to find balance in their lives, some through a rising 
interest in entrepreneurialism. They’ve realized they are unhappy 
in their current roles and are quickly leaving corporate jobs to pur-
sue their passions. The ultimate luxury to them is making a living 
from doing something that they truly love.

I believe the definition of success to a young professional has 
definitely changed over time and as a result of reading through 
the responses from my fellow Gen Y’s, my opinion was confirmed. 
No single Gen Y described their measure of success as making 

money or being financially stable, unlike how the Baby Boomers 
and Gen X’s did at the start of their careers. Of the Gen Y’s who 
responded to my question, the number one measure of success 
reported was waking up every morning and doing what they love 
to do; obtaining a balance between their personal and profes-
sional life from the start. 

I find it interesting that balance between work and personal life 
is a priority for Gen Y’s at such a young age but it has only become 
a priority for Baby Boomers and Gen X’s later in their careers. So 
maybe Gen Y’s have learned from the older generations. Most of 
us, as children of Baby Boomers are aware of the career paths 
that our parents took, many sticking with one job or company 
for over 20 years. We have been encouraged from our parents to 
desire more out of life than climbing the corporate ladder and to 
strive for something greater. I don’t believe measures of success 
are tied to particular generations. I’m sure there are some Gen Y’s 
out there who define success by their salary. What this research 
did confirm though is that the meaning of success indeed changes 
over time and differs from person to person at different points in 
their lives. 

To answer my own question, success is a journey and not a 
destination. It’s never attaining something, but rather constantly 
working towards a new challenge that will help you to grow and 
progress along the way. I really value change, and 40 years from 
now I want to look back on my career and be able to say that I 
took risks to pursue my passions and find happiness in my career 
sooner rather than later.  

A particular quote really hits it home for me: “I hope you live a 
life you’re proud of. If you find that you are not, I hope you have the 
strength to start all over again.”—F. Scott Fitzgerald  

What is your definition of success? Are you applying it to your 
life and career? If not, what are you waiting for? 

—Shannan Scott is a 23-year-old buyer at Meridican Incentive Consultants. She is 

the recipient of the 2013 MPI Toronto Chapter New Member of the Year award.

TWENTYSOMETHING
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TAKE 
THE CITY

STRATEGICSTRATEGIC
LOCATIONLOCATION

Québec City has deep historic roots and a European charm that 
make it a magnet for business organizers worldwide. Premium 
quality hotel services, legendary hospitality, and outstanding 
ground support provided by Québec City representatives means 
that you’ll have all the right tools to take the city by storm for 
your next business event—no matter how big or small. Our 
personalized, turnkey event services will ensure your event runs 
smoothly, and that you and your guests get top brass treatment.

FORTIFY YOUR BUSINESS. 
MEET IN QUÉBEC CITY!

MeetInQuebec.ca
1-888-522-3512

HILTON QUÉBEC
IN THE HEART OF THE ACTION

Completely renovated, Hilton Québec is a 4 Diamond hotel 
well known for its world-class service, exceptional downtown 
Old Québec location, and numerous meeting facilities with 
natural lighting. Directly connected to the Québec City 
Convention Centre, it features the largest ballroom in the city. 
For everything from large-scale events to small gatherings, 
meeting planners have lots of options to choose from. 
It’s the perfect place to relax, entertain, and do business. 
Come meet us!

FAIRMONT LE CHÂTEAU FRONTENAC
RENAISSANCE OF AN ICON – COMING SPRING 2014

Fairmont Le Château Frontenac is undergoing major 
renovations that will reposition it as one of the best hotels in 
the world. An additional 15,000 sq. ft. of meeting space is being 
added, for a total of 40,000 sq. ft. in 21 meeting rooms. Guest 
rooms, existing meeting space, and food & beverage outlets 
will all be refurbished, and the Fairmont Gold fl oors expanded. 
Come discover this unique, heritage urban resort, ideally 
located within the walls of Old Québec and only 20 minutes 
from the Jean-Lesage International Airport.

THE TRAIN OF 
LE MASSIF DE CHARLEVOIX
BUSINESS OFF THE BEATEN TRACK

At a convention in Québec City?  Why not experience an 
inspiring gourmet dinner cruise on the Train of Le Massif de 
Charlevoix? Its casual ambience is perfect for get-togethers 
with clients or staff, the onboard service is impeccable, and the 
views are more than a match for any sidewalk café! 

A unique rail experience—and a surefire way to delight 
your guests!

HÔTEL 71
YOU’RE SNUGGLING UP TO THE CITY

Hôtel 71, a four-star boutique property located in the heart 
of Québec City’s Old Port, is the perfect location for your next 
boutique meeting. It offers a total of 60 rooms, including 9 
suites and 1 amazing penthouse suite, as well as 4 meeting 
rooms (from 400 to 1,500 sq. ft.), the outstanding onsite 
Il Matto Italian restaurant, Clefs d’Or concierge services, 
complimentary espresso lounge, business centre, gym, free 
Wi-Fi, and the list goes on.

HILTONQUEBEC.COM

CATHERINE RENAUD
418-648-6486
catherine.renaud@hilton.com

KAREN MILLER
418-691-2118
karen.miller@fairmont.com

PASCALE BLANCO
418-694-1796, ext. 608
pblanco@hotel71.ca 

ELISE FORTIN
418-573-4004 
efortin@lemassif.com

FAIRMONT.COM/FRONTENAC-QUEBEC

LEMASSIF.COM

your guests!

HOTEL71.CA 

FOR INSPIRING 
BUSINESS MEETINGS,
QUÉBEC CITY 
IS YOURS!

CONTACT YOUR STRATEGIC PARTNER
AT QUÉBEC CITY TOURISM 

RÉGIS FLEURY
Account Executive
418-641-6654, ext. 5424
regis.fl eury@quebecregion.com

CONTACT YOUR STRATEGIC PARTNER
AT QUÉBEC CITY TOURISM 

regis.fl eury@quebecregion.com
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STRATEGIC
PATHWAY

The article you are about to read is completely different than the 
one I had originally intended to write.  I had planned on taking 
a deeper look at into some of the key components that must be 
considered in developing a successful marketing event.  That arti-
cle will appear in a future issue.

The inspiration for this article started at the end of two days of 
intensive strategic planning sessions with one of my key clients.  
While trying to stay focused on the meetings we were having, 
along with juggling the multitude of demands on my client’s time 
from varied executives within the organization, the vice-president 
of Global Events was spending his time proof-reading a document 
prepared by one of his team members.  This document was in-
tended for distribution within the organization at the CEO level, 
and was riddled with typos and inconsistencies.

Later that evening, over dinner, I told my client about the series 
of articles I was writing for M+IT about the application of strategic 
thinking in the events industry.  After mentioning what I had wit-
nessed and sharing one of my personal pet peeves (more about 
that later), the concept for this article was born.

According to my client, one of the best pieces of advice he was 
given early in his career was to “assume the position you want 
before you achieve it and to approach business with a strategic 
focus rather than a tactical [focus].” What this means is that if you 
want to be perceived as a strategic player and have a seat at the 
table, you need to start acting that way immediately and not wait 
to get the job.  

You may be thinking to yourself, “I’m a meeting planner and 
my job is to focus on the logistical details of an event.”  It is fine 
to believe that, but I want to tell you that it may cost you your 
job one day.  Throughout my career I have sat in many meetings 
when the attributes of different employees were discussed during 
the inevitable discussions about who could be laid-off and who 
should stay because they add value to the organization beyond 
their current day-to-day duties. Inevitably the conversation comes 
down to how people are perceived by those who are more senior. 

BUILDING A 
POSITIVE REPUTATION

BY NICOLA KASTNER, CMP, CMM

How to position yourself for strategic success.

It may sound harsh and unfair, but it is reality. When you know 
this, and understand it, you position yourself for greater success.

Here are a few things you can do to ensure that your superiors 
have a positive perception of you and your work.

1. THE WORK YOU DO IS A REFLECTION OF YOUR 
BOSS.  YOUR JOB IS TO MAKE THEIR JOB EASIER, 
NOT TO CREATE MORE WORK FOR THEM.
Think about each e-mail you write, each presentation you develop, 
each spreadsheet you create and the ultimate purpose of it, then 
build it correctly to meet that purpose.  

If you are asking your boss for a budget increase, and you know 
that your boss will need to get further approval, write the e-mail 
in a manner that they can forward on rather than having to start 
from scratch themselves.  The same applies to creating a presen-
tation;  think about how those more senior than you would com-
municate the same content and build it that way (If you are not 
sure ask—believe me they will give you the feedback as they are 
happier when you do the heavy lifting for them).  And for good-
ness sake, if you are sending someone a spreadsheet make sure it 
is formatted to print correctly.  This has got to be my biggest pet 
peeve.  It may not be noticed if you do it, but I can tell you with 100 
per cent certainty they will notice when you don’t!

2. EVERY INTERACTION IS AN OPPORTUNITY – SEIZE IT
The reality in the business world is that you are being judged on 
the basis of how you interact with others.  So, each interaction and 
conversation is an opportunity, and while each interaction may not 
be judged individually, the combination of multiple interactions is 
extremely important.  There is a direct correlation between this 
and what I was saying earlier, about it saving your job one day.  
This relates to how you talk to others, the questions/comments 
you ask/say in meetings, how you dress, your facial and body lan-
guage, and even who you bring with you as your guest to the 
company holiday party.  

FOR A SUCCESSFUL 
CONVENTION 
QUÉBEC CITY IS YOUR ALLY!STRATEGICSTRATEGIC

LOCATIONLOCATION

MeetInQuebec.ca  |  1-888-522-3512

For any questions, please contact me:

NANCY DACRES
Account Executive, Québec City Tourism
418-641-6654, ext. 5427
nancy.dacres@quebecregion.com

CANADA

MEXIQUE

ÉTATS-UNIS

Québec City
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PATHWAY

Don’t only focus on managing up; also focus down and across 
the organization.  You never know when your peer will be your 
boss or even your client one day. Here’s a personal experience that 
illustrates this point.

Early in my career, I interviewed for a job within a company 
that I had already been employed with for several years. While my 
boss thought I was the right person for the role, another senior 
executive within the organization (who I might add later became 
a much valued mentor to me) did not.  Apparently at the “informal 
discussion meeting” (aka interview) he thought I was dressed in-
appropriately (he felt my skirt was too short) and since I didn’t 
have a notebook with me, was not taking the meeting seriously.  
My boss at the time believed in my abilities enough to fight for me.  
I did get the job eventually, and within a few months that senior 
stakeholder had to admit he was wrong (to this day we joke about 
it). But what would have happened if my boss hadn’t fought for 
me? What would have happened if I hadn’t proven to my boss 
through each and every interaction we had that I was right for 
the job? I firmly believe that I would not have had the career I 
have today.  Life is a series of interactions, almost a ladder if you 
will—stepping stones to your future. Seize it and embrace it. You 
will never regret it.

3. THINK BEYOND THE USUAL BOUNDARIES OF THE 
EVENT SPACE—AND APPLY BUSINESS PRINCIPLES IN 
A DIFFERENT MANNER
Ensure you have sufficient knowledge of your company’s business 
so that your stakeholders view you as a credible thought partner 
in developing events that will help achieve their stated objectives.  

Unfortunately event logistics are a commodity that can be out-
sourced relatively easily.  However, it is extremely difficult to 
outsource the in-depth knowledge of your company’s products, 
messaging, marketing strategy and relationships with key inter-
nal stakeholders. Understanding the business of your company is 
critical to being viewed as a strategic player.  

Think about what you can do differently. Sometimes the answer 
is right under your nose.  A few months ago I had a conversation 
with an industry colleague about the challenges of selecting the 
right clients to invite to her company’s sponsorship events (i.e. For-
mula 1®, U.S. Open, etc.).  She shared that everyone had their own 
opinions about who was the “right” customer, and there was no 
consistent way to evaluate these opinions.  As an outsider, it was 
easy for me to suggest she build an evaluation matrix that took into 
account the key criteria considered when determining who to invite 
to these extremely expensive events, ensuring the right return on 
investment.  She did, and it has been adopted across her organiza-
tion, and in turn elevated the perception of her from an “events” 
person to someone who was thinking about the bigger picture.

My advice is to think of yourself and your career as a personal 
brand, and manage that brand as rigorously as you manage your 
events. One of the best books I’ve read on this topic is called Career 
Warfare by David D’Alessandro, former chairman and CEO of John 
Hancock Financial Services (parent company of Manulife Financial).  
I strongly recommend you take the time to read it as it offers con-
crete advice on building a reputation that commands respect. 

—Nicola Kastner, CMP, CMM, is president and chief strategist of  

Convergence Event Marketing, based in King City, Ont.
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BY CHRISTINE OTSUKA

There’s nothing quite like seeing an industry colleague naked.
Last year, I attended a FAM to Istanbul, Turkey, with two other 

meetings industry writers. After 10-plus hours on a plane, an editor 
from Los Angeles and I were greeted at our host hotel by the trip 
organizer. Immediately, upon checking in, we were whisked away to 
the hotel’s spa—a decadent treat to relieve travel stress and relax 
our neck muscles inevitably strained from the flight. It was a divine 
idea and an experience I’ll never forget.

The other editor and I headed down to the spa for our appoint-
ment. The spa attendant directed us to the changing room, showed 
us to our lockers and instructed us to put on our robes. So my col-
league and I politely turned our backs to each other as we stripped 
down to our skivvies and donned our plush spa cover-ups. It all 
seemed very run-of-the-mill until I grabbed a washcloth used in the 
treatment (which I later learned is called a torba) and noticed a 
small cardboard box. 

“What’s this?” I said to the American editor, my friend of not 
more than an hour. “It looks like disposable underwear,” she replied. 
Confused as to why we’d need disposable underwear for a mas-
sage, we debated whether or not we’d oblige, and in an attempt 
not to offend, we swapped our own undergarments for the one-size 
paper variety. Nevertheless, I followed the other editor out of the 
locker room to meet our massage therapists. She met hers first and 
proceeded into a treatment room. Next, I met mine and I was led 

into the same treatment room. 
Before I could say a peep, there was my press-trip colleague, in 

the buff, save for those disposable paper underwear. Startled, my 
eyes shot to the floor, and moments later, my massage therapist 
was instructing me to disrobe and lay face-up on a stone bath next 
to my new friend. It all happened so fast. And I couldn’t help but 
chuckle. Before long, I cared not about the vulnerable state I was 
in. Whatever shock I felt by the initial surprise was quickly relieved 
by the warm soothing water of the Turkish bath or what’s called a 
hammam. 

At first, feeling blind-sided, I was a little irritated that the trip 
organizer or spa director hadn’t prepped me for what I was to ex-
perience. But I quickly got over it. It’s true, not everyone is comfort-
able being in the buff with a near stranger they’re to spend the next 
several days with. 

But to this day, it’s the most memorable spa experience I’ve 
had—in part, because it was out-of-the-ordinary and an introduc-
tion to a new culture, but also because I can recall that emotional 
feeling I had when I was there. Sharing the room, and thus the ex-
perience, with another press trip attendee created a bond between 
us that was felt throughout the duration of the trip. When I think 
back to that experience, I think of the person I shared it with. As 
uncomfortable as I was at the time, it was certainly something I will 
never forget. And isn’t that what incentives are all about? 

THE TIES THAT BOND
When spas are not a solitary experience.

Why Group Spa Experiences?
The short answer is that it promotes bonding. “It’s an opportunity to get 
to know someone on a different level,” says Julie Peden, founder and 
COO of Ruby Sky Event Planning Inc. “Generally you can learn so much 
about someone when you’re not forced to.” While a group hammam 
isn’t recommended, other, less intrusive treatments promote conversa-

tion and help foster relationships. “Ensure things like manis and pedis 
are done together, as these are the best treatments for bonding time,” 
says Cynthia Richards, president of Event Spectrum. And, she continues, 
“at the end of the day, gather everyone together for cocktails, hors 
d’oeurves and always have a goody bag for the guest to take home.”
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There’s nowhere that leaves a guest feeling pampered quite like the spa, which is why, for decades, spas 
have found a home on most incentive itineraries. But for regular relaxers, a day at the hotel spa can be a 
little lackluster. Inject some creativity into the regular spa treatment or take your group to a spa where 
the location is the real treat. Here are some weird and wonderful ideas to put that extra WOW in your 
incentive program. 

BRILLIANT BLUE SPA
Perhaps the most ideal spa experience for large groups because of its 
size, the Blue Lagoon allows guests to commune with nature in six mil-
lion litres of geothermal seawater. Located in the lava fields of Iceland, 
the naturally heated waters bubble up to the surface in an almost 
unbelievably bright blue hue. Guests can bond, while they slather on 
silica mud masks or share in a unique in-water massage, performed on 
floating mats. 

BLUE LAGOON GEOTHERMAL SPA, Reykjanes Peninsula, Iceland
www.bluelagoon.com ARCTIC ICE SPA

Ever seen a desert snowfall? Chances are your group hasn’t 
either. And you can take them to the only desert city where 
it snows. On heated benches in the Arctic Ice Room at the 
Qua Baths & Spa, guests sit in a 13-degree room, breathing 
mint-infused air as snow falls around them. An ice fountain 
dispenses ice chips to help soothe aching muscles. Sur-
rounded by a dome ceiling and glass tiled walls, this unique 
spa feature is a great place to unwind. The spa also fea-
tures traditional Roman Baths—three distinct pools, varying 
in temperature and size, starting first in a warm pool, then 
alternating between hot and cold waters. Signature chakra 
balancing, shiatsu massage, Mojave rain and crystal body 
art are also available.

QUA SPA, Caesars Palace, Las Vegas    
www.caesars.com/qua

Out-of-the-Box Spas
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VOLCANO SPA
Imagine soaking in a 40-degree pool of volcano-warmed water, surrounded by natural water-
falls, lush green trees and watching a bright green lizard scamper by. So serene, you almost 
forget you’re at a resort. Tabacon Grand Spa Thermal Resort brings a close encounter with 
nature to every guest experience. At the base of the Arenal Volcano in the northern part of the 
country, these completely natural hot springs flow by gravity throughout the property, forming 
in-river pools (which range from 25 to 50 degrees), waterfalls and cascades without the use of 
machines, making Tabacon an eco-friendly and carbon neutral resort. The spa’s newest luxury 
area is the private, lush Shangri-La Gardens, a secluded area in the upper part of the mineral 
springs complex with six private spring water pools and its own butlers. 

TABACON GRAND SPA THERMAL RESORT, La Fortuna, Costa Rica   www.tabacon.com

TREEHOUSE SPA
Ah, to be a kid again, hiding out in your treehouse! Fill your group with childlike wonder at the Tree Spa at 
Hidden Pond. This imaginative spa brings luxurious massages and spa treatments to what is essentially a 
tree house. The spa, comprised of three treetop spa rooms, suspended eight feet above the ground and 
connected by a catwalk woven through the trees, is fully functional and equipped with modern spa ele-
ments. The all-natural interior is rustic-luxe, like a luxury cottage outfitted with tree bark mirrors and real 
birch cabinets. Treatments incorporate ingredients picked fresh from Hidden Pond’s gardens including 
rosemary, mint and lavender. The Tree Spa is part of Hidden Pond’s luxury resort, which includes 16 beauti-
fully clapboarded two-bedroom cottages on 60 acres of balsam and birch trees. 

TREE SPA AT HIDDEN POND, Kennebunkport, Maine   www.hiddenpondmaine.com

Out-of-the-Box Spas
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SPA-ODDITIES
Outrageous treatments sure  
to leave a lasting impression

NIGHTINGALE DUNG FACIAL
Estheticians rub UV-sanitized and 
powdered nightingale droppings on 
guests’ faces in an effort to smooth 
skin. Used in a number of spas across 
North America, such as Shizuka Day 
Spa in New York.

SNAKE MASSAGE 
It’s bizarre and sensational and only 
offered in one place in the world—Ada 
Barak’s Carnivorous Plant Farm and 

Spa in northern Israel. Here, up to six 
snakes writhe on guests’ bodies (even 
their face!) to help relieve tension. 

DOCTOR FISH PEDICURE
Used to treat skin diseases, “doctor 
fish” are raised in outdoor pools, 
deprived of food and then used in 
this treatment. Guests place their feet 
in a tub containing these starving 
fish that eat off the dead skin cells. 
This treatment originated in Turkey, 
but is used in Europe, Asia and 
North America (although it has been 
banned in at least 14 states due to 
sanitation concerns.) 

UNDERWATER SPA
The Maldive Islands, in the Indian Ocean, are an idyllic setting for spa-goers seeking a tropical experience more 
sequestered than the ocean-side cabanas of most island resorts. The LIME Spa at Huvafen Fushi Resort offers 
over-water pavilions where spa treatments take place with the ocean below you. But it’s their underwater treatment 
space—the world’s first—that is the spa’s signature and an extraordinary setting for relaxation. It’s here that guests 
will receive natural treatments with a view of the ocean floor. An immersive environment, designed to reflect the 
aquatic surroundings right down to the ethereal fabrics that mirror oceanic kelp and soft cushions that evoke tactile 
versions of the corals and sponges. 

THE LIME SPA AT HUVAFEN FUSHI, Maldives   www.huvafenfushi.peraquum.com

FLOATING SPA
Breathe new life into the spa experience by whisking your group 
aboard Bota Bota, anchored in the Old Port of Montreal. This innov-
ative floating spa moves to the natural rhythms of the St. Lawrence 
River and offers guests a unique experience. Once a ferryboat in the 
1950s, this ship-turned-spa underwent an ambitious transformation, 
by Sid Lee Architecture, and welcomed its first spa guests aboard 
in late 2010. Bota Bota, spa-sur-l’eau consists of five decks where 
guests may enjoy a eucalyptus steam bath, outdoor whirpool bath, 
saunas, cold showers, relaxation areas, terraces and a lush garden. 
The spa can handle groups of up to 250 people and perform as 
many as 25 treatments per hour. Massage therapy, body treatments, 
yoga and Pilates are all on the spa menu, and when it’s time for a 
snack the Bota Bota’s on-board restaurant operated by Auberge sur 
la Route, has Michelin-starred chef Eric Gonzalez at its helm. 

BOTA BOTA, Old Montreal, QC   www.botabota.ca
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BEDROCK SPA
It sounds like something out of the Flintstones, but Iyashi 
Bedrock Spa is not a cartoon fantasy. The spa is the first of 
its kind in North America to offer Japanese Ganbanyoku, 
otherwise known as rock bathing. The treatment is simple 
and requires no bathing at all. Instead, guests lay down on 
black silica bedrocks, imported from Japan, in a room heated 
below the stones to 42 degrees. Fully clothed in yoga wear, 
guests meditate on bedrock stone beds for 15- to 20-minute 
intervals, cooling down for a few minutes in between. The 
treatment is said to detoxify the body, relieve pain, melt 
stress and burn up to 1,500 calories per hour because of the 
Far Infrared Rays that are naturally released from the black 
silica stone slabs. The spa also offers Hot Yin Yoga classes on 
the heated stone beds. Two suites—the traditional, for up to 
17 people; and the deluxe, for up to four—are a modern oasis 
for small groups in search of something different. 

IYASHI BEDROCK SPA, Toronto    
www.iyashibedrockspa.com

WINE SPA
A glass of red wine has long been used to relax and de-stress, and 
at Les Sources de Caudalie Spa in Bordeaux, they take that to heart. 
The Vinothérapie Spa, set within the vineyards of Château Smith 
Haut Lafitte, uses the beneficial properties of grapes to heal the 
body, mind and soul. All treatments, as well as the spa’s own range 
of beauty products, include French wines. The Crushed Cabernet 
Scrub, for instance, uses grapeseed, honey, brown sugar and essen-
tial oils to exfoliate the skin. To really get the full effect, guests are 
invited to soak in red wine and grape pomace, be wrapped in honey 
and wine or have their masseuse incorporate fresh grapes into their 
massage. 

VINOTHÉRAPIE SPA, LES SOURCES DE CAUDALIE, Bordeaux, France    
www.sources-caudalie.com

SOCIAL SPA
If there were a spa in Alice’s Wonderland, Eau Spa would be it. Specially designed to encourage a playful, communal 
spa experience, the Eau Spa in the Ritz-Carlton Palm Beach, FL is alive with luxe whimsy. The experience begins 
with a wish at the wishing well where the spa promises all wishes will come true. Next, at the Scrub and Polish Bar, 
a mixologist concocts a personalized blend of fresh herbs, essential oils and sea salts for your group. Slather on the 
magic potion in the disco ball-equipped steam rooms, let your feet graze the water from hanging chairs in the lush 
Self-Centered Garden or enjoy one of the spa’s other social spaces. Built on the premise that “Me time” is different 
for everyone, each of the spa’s zones provides guests with a sensorial experience customized to their state of mind. 
In all of the spa’s 19 treatment rooms, guests can choose their own scents, music and lighting colour to suit their 
taste. And if a bit of fun is what they’re after, guests can play water-gun target practice in the spa’s wet areas—a 
42,000-sq.-ft. water playground. 

EAU SPA AT THE RITZ-CARLTON, PALM BEACH, Palm Beach, FL   
www.eauspa.com
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Welcome to Halifax’s  
neWest culinary Hot spot. 

Whether enjoying a meal with family and friends, or an after 

work cocktail in the bar, the harbourstone sea grill & pour house 

offers a warm, inviting ambience, with down-to-earth cuisine 

made with locally sourced and market fresh ingredients. 

Enjoy seasonal, coastal cuisine expertly crafted by our team of esteemed 
culinary professionals, with Executive Chef Trevor Simms at the helm. 

harbourstone sea grill & pour house 
1919 Upper Water Street
Halifax, Nova Scotia B3J 3J5
Phone 902.428.7852
harbourstone@marriott.com
www.harbourstonerestaurant.com
Twitter @harbourstonesg
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T
he Halifax Marriott Harbour-
front Hotel has just unveiled a 
stunning $5 million restyling of 
its main floor that has the city 

abuzz, highlighted by all-glass water-
front windows offering spectacular views 
of Halifax’s world-famous harbour. But 
that’s only the first reason to make the 
Halifax Marriott the premier choice for 
your next corporate event.

The Halifax Marriott is conveniently 
located in the heart of downtown, steps 
from the Business District, and with 
direct access, via indoor skyway, to the 
World Trade and Convention Centre 
and Casino Nova Scotia. Its 21,000 sq. 
ft. of fully equipped meeting spaces can 
accommodate everything from small, 
intimate gatherings to major events. The 
hotel’s largest venue, the Nova Scotia 
Ballroom, is a spectacular 7,620-sq.-ft. 
space with a capacity for up to 1,000 
attendees; or choose the 3,840-sq.-ft. 
Halifax Ballroom, with its breathtaking 
views over the harbour. There are also 
four salons for smaller gatherings, and 
up to 18 breakout rooms for tête-à-têtes 
during your event. And whether you’re 
planning casual refreshments during 
breaks, or an elegant sit-down meal for 
a large group, the hotel’s expert culinary 
staff will provide an exceptional range of 
options customized to your expectations 
and requirements.

The Marriott offers a suite of state-
of-the-art AV facilities, ranging from 
wireless microphones to full mixing 
equipment for music entertainment, tele-
conference interface equipment and full 
video-DVD facilities, all custom-config-
ured to your requirements. In addition, 
all guest rooms, the lobby and meeting 
spaces offer wired or wireless high-speed 
Internet access and WiFi.

After a busy day of meetings, enjoy all 
the excitement and vibrancy of a world-
class city right at your doorstep. Halifax, 
Nova Scotia, Atlantic Canada’s premier 
meetings and convention destination, is 
a vibrant, eclectic city, rich in culture and 
history. With direct air access from most 
cities in Canada and the U.S., Halifax is 
an ideal destination for meetings, conven-
tions, special events and incentive travel. 

Browse a host of unique Hali-
fax venues, historic attractions and 

entertainment options, all within a safe, 
walkable downtown core. Delegates will 
love the pre- and post-meeting options 
along Nova Scotia’s rugged seacoast. 
Meeting planners agree that Halifax 
events consistently attract high  
delegate attendance—people hear  
great things about our city and are  
excited to come here. 

The Halifax Marriott’s expert con-
cierge service will help you arrange a 
sightseeing tour or harbour cruise. Enjoy 
casual dining at the brand-new harbour-
stone sea grill and pour house (open all 
day for quick meals or a sit-down dinner, 
featuring local chef-crafted cuisine), or 
savour authentic steakhouse cuisine 
or fine, locally caught seafood, a short 
walk away. There’s also a Starbucks 
right in the hotel, with its own seasonal 
patio. Pamper yourself at the full-service 
Interlude Spa, or energize in the fully 
equipped fitness centre – guests enjoy 
24-hour access. Then retire to one of 
the newly refreshed guest rooms, many 
of them featuring their own stunning 
harbourfront views, all with plug-in ac-
cess and plush bedding. •

Visit www.halifaxmarriott.com for complete 
information and assistance in planning 
your next corporate getaway or business 
event, or call (902) 428-7803. 
WE’RE WAITING TO WELCOME YOU!

SPECIAL ADVERTISING SECTION

A DEPARTURE FROM
ORDINARY HOTELS
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HOW TO FASCINATE
BY SALLY HOGSHEADStand out or don’t bother.

But, if you understand and apply the 
principles of The Fascination Advan-
tage™, you’ll be able to create a powerful 
nine-second fascination statement—a tool 
designed specifically to get you past the 
nine-second hurdle.

It’s all based on the seven triggers of 
fascination (the seven different ways you 
naturally captivate others). You custom-
ize your nine-second fascination state-
ment, according to your specific personal-
ity archetype (the unique combination of 
your top two triggers). That means there is 
space for you to talk about what it is you 
do best, in a way that works with your nat-
ural way of captivating people.

Creating a nine-second fascination state-
ment means that you will own those first 
nine seconds every time.

It all starts with knowing why you’re 
fascinating. Because you are. The Fascina-
tion Advantage™ will identify that key dif-
ference within you, so that you can stand 
out from the crowd, and your competition.

And stand out you must. Because in 
a nine-second world, you have a choice: 
Stand out or don’t bother.

To get your own Fascination Advantage 
report, register for IncentiveWorks. Details 
on how to complete your complimentary 
Fascination Advantage report will be sent 
out to all registered Education Pass hold-
ers prior to the show. 

—Sally Hogshead is the creator of the Fascination 

Advantage and bestselling author of the book 

Fascinate. She is a Speaker Hall of Fame member, 

a leader for world-class brands such as Coca-Cola 

and MINI Cooper and regularly appears on The 

Today Show and in The New York Times.

WHAT The Fascination Advantage: 
Your personality’s best  

and highest value

WHEN August 20, 2013, 10:30 a.m.

WHERE Metro Toronto  
Convention Centre

KEYNOTE SPEAKER

SEE SALLY LIVE ATWe live in an always-buzzing world, pulled 
in all directions—by shiny objects, constant 
chatter, loud images, and text alerts.

Your brain travels through the world like 
a tourist walking through Times Square for 
the first time:
+ Overwhelmed
+ Overstimulated
+ Moving toward whatever seems most  
interesting at that second

Human beings have been reduced to a 
nine-second attention span—equivalent to 
the attention span of a goldfish.

No, you’re not that special. You don’t 
get 11 or 14 or 18 seconds. You get nine.

The research is clear: the most fascinat-
ing messages always triumph. Always. 

That’s why you need to craft an intro-
duction that is so fascinating that you 
break through the nine-second barrier and 
get the chance to continue the conversa-
tion, to build a relationship, and perhaps to 
add a tribe member or convert a sale.

If no one takes action after your intro-
duction, you’ve missed the chance. You 
lose. They’re on to the next conversation, 
the next ad, the next option.

Book Your Meeting BY April 1, 2014 And receive An ipAd Mini.* offer code: Mit2013

Know Your Limit, Play Within It! 1-888-230-3505 Ontario Problem Gambling HelpLine. All ages welcome in our Augustus Tower and convention complex.  
Must be 19 years of age or older to enter the casino and all other outlets. Those who have been trespassed from Caesars Windsor and/or self-excluded from any 
OLG or Caesars property are not eligible to participate in a promotion and/or redeem offers. The Caesars brand and related trademarks are owned by Caesars 
License Company, LLC and its affiliated companies. Used with permission. MPI logo copyright © MPI. Used with permission. *Minimum booking of 100 rooms. 
Offer valid for new bookings confirmed by April 1, 2014. iPad mini will be awarded upon receipt of signed contract and deposit. While supplies last. No cash value.

find the perfect meeting venue at caesars Windsor. With over 100,000 square feet 
of customized space and flawless service, your event is sure to “wow” all the right people. 
And a four-diamond resort is just down the hall.

cAMe. Met. conquered. 
We knoW A thing or tWo ABout greAt Business events.

hotel sales:
1-877-223-7702 

caesarsWindsor.com

96135.1 | M&IT Ad | Aug/Sept 
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“BUT I’M NOT  
  IN SALES!”

BY JILL HARRINGTON

Why today’s meeting planner must master  
the art of selling.

There’s no question, corporate meeting 
planners carry a loaded plate, managing 
multiple events in any given year, often 
with shrinking resources and timelines. 
Plainly put, you work bloody hard. So why 
am I heaping more onto this overflowing 
platter by suggesting you now need to 
hone your selling skills? After all you’re not 
sales people! 

But you are people that sell. Every day. 
For example, when you:

+  Bring fresh ideas to an internal customer 
married to the status quo.

+  Beg suppliers to squeeze out one more 
concession.

+  Present a case for more support within 
your overwhelmed department.

+  Convince company naysayers that plan-
ning a seamless event cannot be pulled 
off by interns. It needs to be managed 
by internal experts.

+  Seek to demonstrate the strategic value 
of your role to your executives. 

Good selling skills are foundational 
business skills that will dramatically impact 
your effectiveness, efficiency and stress 
levels while enabling you to have extra-
ordinary influence throughout your career 
and life.

So let’s define selling. Contrary to popu-
lar thinking it is not a series of stereotyp-
ical cheesy “telemarketer” tactics with the 
intent of persuading or convincing others 
to make decisions that may not be in their 
best interest.  

Selling is bringing relevant ideas, prod-
ucts or services to a customer with the intent 
of contributing to that customer’s success. 
The output is the commitment to move for-
ward, a.k.a. the sale. The customer’s ability to 
hear or see the relevance of your recommen-
dation has little to do with the creativity or 
uniqueness of the idea and everything to do 
with how you position it in context of what’s 
important to this specific stakeholder now. 

So here are three steps every meeting 
planner must take if they want to have 
greater influence and impact within their 
organizations’ and customers’ businesses. 

—Jill Harrington is a highly respected sales leader 

and executive in the meetings and incentives 

industry. She is president of salesSHIFT and was 

inducted into the M+IT Hall of Fame in 2012.

1. Get curious. Step out of the realm 
of meeting planning and get to know 
what’s important to your key stakehold-
ers, your customers, leadership, suppliers 
and others. What are the trends, oppor-
tunities and threats in your market that 
they are paying attention to? What are 
their priorities and goals for the upcom-
ing year and beyond? What do they see 
as the handful of critical success factors 
that have to happen for them to achieve 
these goals? And what stands in the way? 
2. Be ruthlessly relevant. When you 
present your ideas, lead with what you 
know is important to this stakeholder and 
then clearly connect your recommendation 
to his interests. Show him specifically how 
your proposed solution will get him to his 
end goals faster. Be prepared to answer 
the “So what?” of your idea in context of 
what matters to him and in his language. 
3. Adhere to the new ABCs of selling. Always 
Be Curious. Priorities shift. Keep your finger 
on the pulse of what is happening in your 
company and your industry. What is relevant 
today may be irrelevant tomorrow. How will 
the meeting planning group support the new 
set of interests? What are the thought-pro-
voking questions that need to be asked, and 
the hard truth that needs to be accepted, 
when the status quo no longer makes sense? 
Then proactively provide smart ideas to ad-
dress this new reality head on.

When I speak to meeting planners, 
they tell me their most pressing “selling 
opportunity”  is educating their executive 
team on the strategic value of the meeting 

planning group by explaining what they 
do. My response? “Your executive team 
doesn’t care about what you do. They care 
about the impact of what you do in rela-
tion to their priorities. Do you know what 
these are?”

Extraordinary salespeople continuously 
research and learn about their custom-
ers so that they can plan to contribute in 
ways that are ruthlessly relevant from the 
customer’s point of view. They master the 
skills that enable them to move from seller 
to respected advisor. Similarly meeting 
planners have the opportunity to move 
from being perceived as a support depart-
ment and cost centre to a respected busi-
ness resource. This requires a willingness 
to step into their role as “people who sell,” 
to get curious, be relevant and engage in a 
different kind of conversation. 

WHAT Is Your Sales Approach  
in Need of a Shake Up?

WHEN August 21, 2013, 8:45 a.m.

WHERE Metro Toronto  
Convention Centre

SEE JILL LIVE AT
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DECONSTRUCTING 
EVENTS BY BEN MOORSOM

Reengineering your event for higher engagement.

Higher engagement means better attend-
ance, better connections and better re-
sults. In our industry we spend a lot of time 
planning and executing all types of events 
but not much time taking them apart to 
examine where and how we can do things 
differently—for higher engagement. 

By deconstructing your traditional ap-
proach to events, you can uncover oppor-
tunities that will set you apart—opportun-
ities to connect on different levels. Science 
has proven that logic changes what people 
think but emotion changes what people 
do. Redesigning your event along an emo-
tional arc (pre-, during and post-event) can 
inspire people to act, thus generating last-
ing results.

To make a connection you have to do 
emotional research. This goes beyond the 
demographics of who your audience is, 
age range, role or performance. It means 
finding out how are they feeling at this 
one point in time? What filters are they 
listening through? What motivates them? 
Beyond the statistics lies the emotional in-
telligence that will allow you to appeal to 
your audience on a whole new level. 

So once you have this intelligence, 
where does it come into play? Well, re-
member those opportunities that can be 
uncovered by deconstructing your event? 
That’s where.

For example, is your pre-communication 
more than a “save-the-date” email? Is your 
teaser more than an afterthought? You can 
turn these touch-points into an opportunity 
to plant a seed, to reinforce brand messages 
and to entice your audience.

—Ben Moorsom is president and chief  

creative officer at Debut Group, an agency that 

specializes in corporate business communication 

and events across North America.

On one extreme, Debut created a two-
year long video teaser campaign for a sales 
incentive program culminating in a cruise. 
The creative showed stolen moments of 
a faceless couple enjoying themselves 
as though participating in the upcoming 
event. Through controlled content, the 
videos were designed to entice the viewer 
to put themselves into the shoes of this 
couple. This carefully designed intimate 
story did so much more than any destina-
tion video ever could.

For another client, we used simple elec-
tronic teasers that focused on showcasing 
inspiring quotes from people of all walks 
of life at every communication touch-point 
prior to the program. The quotes served 
to start the attendees thinking about the 
specific messages related to the event ob-
jectives and brand while informing them of 
key details. 

These kinds of emotionally appealing 
campaigns literally start your event be-
fore the actual date. Attendees become 
invested in your story, messages and brand 
and arrive ready to participate and in the 
frame of mind you put them in.

And what about the value of a first im-
pression? The first few moments of every 
event or session are an opportunity to con-
nect with attendees. We all know that walk-
in music should set the tone that matches 
your communication objectives and event 
objectives.  However, the entrance can be 
so much more. 

At a recent product launch, Debut cre-
ated a “walk-in experience” soundscape 
that started with a very uplifting music 

backtrack. We combined this with sound 
effects and highly complimentary voice 
comments about the attendees taken from 
existing video footage. This added an un-
expected layer of messaging and connec-
tivity that got the entire audiences atten-
tion and immediately put them in the right 
frame of mind.

Another opportunity deconstruction 
uncovered for us was seating. That’s right, 
seating is a huge opportunity to connect—
literally—or not. Recently, we played a bit of 
‘musical chairs’ that didn’t add cost but did 
add impact. We made a room of 1,000 at-
tendees feel intimate by using a small stage 
that protruded into the audience with seat-
ing wrapped around three sides. Then, for 
the closing session we removed all chairs, 
creating a high energy, rally-style close that 
took everyone by surprise. Thinking about 
something as simple as seating can create 
different emotions and therefore lasting ex-
periences that inspire results.

Creating authentic opportunities to 
connect and engage with your audience 
at strategic touch-points in and outside of 
the ballroom will create a moving experi-
ence that will inspire and motivate them 
well beyond the event. So take the time 
to deconstruct your next event to uncover 
overlooked opportunities that will set you 
apart. You never know what you will dis-
cover! 

WHAT Deconstructing Events:  
Reengineering your event  

for higher engagement

WHEN August 20, 2013, 8:30 a.m.

WHERE Metro Toronto  
Convention Centre

SEE BEN LIVE AT
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REGISTER TODAY!

WE OFFER MANY FLEXIBLE WAYS FOR YOU TO ATTEND.  
PICK THE PASS THAT IS RIGHT FOR YOU!

AUGUST 20-21, 2013
METRO TORONTO CONVENTION CENTRE

EDUCATION PASS
+ Unlimited Sessions + Keynotes
+ 2 Lunch Vouchers
+ All access Trade-Show pass
$80

WORKS EDUCATION PASS
+ 1 Closing Party ticket
+ Unlimited Sessions + Keynotes
+ 2 Lunch Vouchers
+ All access Trade-Show pass
$105

BEST CONFERENCEVALUE

TRADE-SHOW PASS 
+ Knowledge Pods  + Interactive Zones  + Connection Lounge
+ One-on-One Coaching  + Presentation Theatre  + 700 Exhibitors

VIP BUYERS EDUCATION PASS
Senior Level Planners  Limited Quantities*

+ “Imagineering Tour” Invitation
+ M+IT  Think Tank Discussion
+ Distinction as a VIP Buyer
+ 1 Closing Party ticket
+ Unlimited Sessions + Keynotes
+ 2 Lunch Vouchers
+ All access Trade-Show pass
*In exchange for this pass you must commit to
six (6) appointments, more details online.

FREE

APPOINTMENTS PASS
Planners: All Levels  Limited Quantities*

+ 1 Closing Party ticket
+ Unlimited Sessions + Keynotes
+ 2 Lunch Vouchers
+ All access Trade-Show pass
*In exchange for this pass you must commit to
six (6) appointments, more details online.

FREE

CLOSING PARTY TICKET 
Featuring exceptional entertainment and networking.  
THE MOST TALKED ABOUT PARTY OF THE YEAR! $25

WELCOME SPONSORPREMIER CONTENT PROVIDERPRODUCED BY

FREE 

FOR QUALIFIED

BUYERS

ONLY
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RETURN ON RELATIONSHIPS  
BY NIKKI PETT

Greater relationships, less stress.

What if great relationships could reduce 
your stress level? I read recently that 
meeting planners and event coordinators 
have one of the most stressful jobs in the 
marketplace. In fact, your profession ranks 
sixth place in North America so kudos to 
you for your commitment to this industry.

Where does all of this stress come 
from? Are these demands from your boss 
or client, maybe your team, volunteers and 
suppliers? I would venture to say that there 
are a number of stressors involved in or-
ganizing meetings and events.

Let’s face it; we live in an instantan-
eous world. People want answers yester-
day. They expect immediate follow-up 
with shorter timeframes and budgets with 
greater returns. Sound familiar? No wonder 
this industry can wear down even the most 
energetic and determined professional.

Here are two key areas that will help 
reduce stress levels as you work to make 
your next event an enormous success.

CLEAR EXPECTATIONS
Great relationships start with clear expect-
ations. This means that the client or your 
superiors’ needs are heard and acted upon. 
Find out what the objective of the meet-
ing or event is and how will the success be 
measured? How would your boss or client 
like to be communicated with? Would they 
like daily updates, weekly and prefer phone 
or email correspondence? Professionals 
don’t like to be micromanaged but if we 
can set aside our own motives and listen 
to what’s really important to the people we 
serve and then give them what they want, 

our relationships and interactions will run 
much more smoothly. 

The same principle applies to sup-
plier relationships. Set out clear expecta-
tions of how you want the relationship to 
work. Do you want detailed reports from 
them so you can in turn take those up-
dates back to your client or boss? If they 
are willing to work with you, start a great 
relationship with them. If they’re unwilling 
to cater to your requests, seek out other 
suppliers who will. Clear expectations are 
a two-way street. Your vendors will expect 
prompt payment and realistic expectations 
in exchange for providing exceptional ser-
vice and doing their very best to make you 
shine for the people you serve.

APPRECIATION
Have you ever felt over-appreciated 
for your efforts? Chances are that you 
haven’t. In fact, there may be times when 
you feel that you hustle and put a great 
deal of energy into your work with little or 
no recognition. The fastest way to tackle 
this feeling of being underappreciated 
is to express gratitude for others. This 
sounds contradictory but put this prac-
tice into place and you’ll see the rewards 
quite quickly. By expressing gratitude for 
those around you, including your boss, 
client, volunteers and suppliers you set 
the tone of the relationship. When the 
people working with you feel your appre-
ciation they naturally want to reciprocate. 
Volunteers are more enthusiastic to arrive 
early, stay late or lead others. Suppliers 
are more willing to accommodate a tight 

WHAT Relationship ROI

WHEN August 20, 2013, 9:30 a.m.

WHERE Metro Toronto  
Convention Centre

deadline if you have a positive relationship 
with them. 

Everybody wants to feel appreciated and 
part of something larger than themselves. 
Cater to those needs and you’ll build part-
nerships within your industry that enthusi-
astically support your planning, working 
collaboratively to be part of a greater goal. 
Your appreciation could be as simple as a 
personally handwritten note to a supplier 
who did an incredible job decorating your 
venue. Make a personal call to your client 
letting them know that everything is on 
track and that you appreciate the opportun-
ity to serve them. Perhaps treat your lead 
volunteer to lunch and express your sincere 
thanks for their efforts.

Great professional relationships don’t 
have to be complicated. It comes down to 
working cohesively with clear communica-
tion and heartfelt appreciation to plan ex-
ceptional events with less stress! 

—Nikki Pett is a speaker and author of Relationship 

ROI. Read more about professional relationship 

strategies at www.nikkipett.com

SEE NIKKI LIVE AT
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SPECIAL ADVERTISING SECTION

SASKATCHEWAN
Heart, heritage and hospitality.
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The expansive Wascana Centre  
is one of the largest urban parks 
in North America, measuring 
nearly three times the size of 
Central Park. Wascana Centre 
features a manmade lake with 
islands and walking paths. It is 
home to the MacKenzie Art 
Gallery, the Royal Saskatchewan 
Museum, the Conexus Arts 
Centre, the Saskatchewan 
Science Centre and the 
majestic Legislative Building.
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L ocated in the heart of the thriving Canadian prairies, Regina 
is one of the fastest growing urban centres in the country. 
Conventions Regina will ensure your next convention or 

event gets the royal treatment. There’s a reason Regina is called 
the Queen City.

With six convention hotels and a modern convention centre, 
Regina offers more than 500,000 sq. ft. of convention space and 
over 3,000 guest accommodations. Travelling within Regina is a 
breeze; upon arrival at the Regina International Airport, a mere five- 
to 10-minute drive from your hotel, you will be pleased to discover 
our compact city with ease. Whether you’re planning a small 
gathering or a major event, we have the space and configuration 
for whatever you have in mind. 

Saskatchewan has long been known as the Breadbasket of 
Canada and the quality of our local fare is unmatched. Regina’s 
authentic “farm to plate” experiences embrace the region’s agri-
cultural roots, through a masterful culinary blend of fresh market 
produce and local chef creativity. During your stay, visit Over the 
Hill Orchards and pick organically grown cherries (a local delicacy), 
or take a tasting tour at the Last Mountain Distillery, Saskatch-
ewan’s first micro-distillery. Notable restaurants include the Willow 
on Wascana, Beer Brothers, Crave Kitchen & Wine Bar and the 
Copper Kettle.

Be sure to take in some of our great attractions during your 
stay. Wascana Centre is one of the largest urban parks in North 
America. It offers beautiful walking paths, a man-made lake, 
spaces for outdoor functions, the Mackenzie Art Gallery, the 
Royal Saskatchewan Museum and the Saskatchewan Science 
Centre. Take time to visit the RCMP Training Academy and Herit-
age Centre, Canada’s National Centre for telling the story of the 
force. 

Working with Conventions Regina will make your event a mem-
orable one. Visit www.conventionsregina.com for more information 
on the team and its services. Book your next meeting or event in 
Regina, and let them show you the Royal Treatment.  •

SPECIAL ADVERTISING SECTION

Let Conventions Regina 
BE YOUR NEXT HOST
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Saskatoon has everything to fulfill visitor’s needs, including 
an international airport with daily non-stop flights, over 3,800 
hotel rooms (and growing!) and more than 800,000 square feet 
of meeting space. There are over 200 event days annually, 400 
specialty restaurants and shops, heritage sites and countless 
leisure opportunities. Visitors to Saskatoon are pleased to find 
an accommodating city with an abundance of stunning scenery, 
welcoming people and entertainment at every turn. 

Saskatchewan has a thriving economy led by innovation with strong 
sectors of agriculture, mining, oil and gas.  As the fastest growing 
city in Canada, Saskatoon is a supportive and well-seasoned 
host city with an abundance of cultural diversity and scientific 
achievements. Tourism Saskatoon provides services to convention 
planners worldwide and provides support from start to finish to 
ensure the best experience imaginable. 

SASKATOON 
is calling

Contact Conventions Saskatoon!  
Tel: 1.800.567.2444  I  Email: conventions@tourismsaskatoon.com

Conventionssaskatoon.com

A true economic, 
scientific and 
cultural hub

Host your next 
conference in 
Saskatoon

A thriving Economy 
led by innovation

we are here to help!

with an open 
heart and 

vibrant 
energy 

SASKATOON
WELCOMES

THE WORLD
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O n June 5th, six business event professionals (and me!) 
arrived in Saskatoon, SK. We were greeted at the airport 
by the Conventions Saskatoon team and hopped aboard 

a VIP party bus, compliments of Jay Robertson Provincial Car 
Service, our personal chauffer for the next two days. Comfy seats, 
tables, couches, refreshments and snacks! I felt like a rock star! 

LARGE AND UNIQUE VENUES
The first stop on the tour, Prairieland Park, is the province’s largest 
exposition space at 240,000 sq. ft. Later, we walked through the 
1910 Boomtown in the Western Development Museum (WDM) 
and were transported back in time. The WDM is perfect for an off-
site reception or event that will surely leave a lasting impression on 
your guests. There is even a photo studio for attendees to dress in 
period costume and take home a souvenir of their visit!

Thursday evening we headed out to the Prairies, greeted by a 
cowgirl on a horse who lead us into Champêtre County. We pulled 
up to the front door where the Sheriff awaited, and after a few 
stories of the old days and how things are run in Champêtre, we 
sat down in the Saloon for a good ol’ home cooked meal, includ-
ing steaks cooked outdoors in the Pitch Fork Fondue. 

GREAT FOOD AND FESTIVALS 
Throughout my time in Saskatoon, we ate many great meals. 
Some of my favourite restaurants include Truffles Bistro situated 
in the historic Birks building in downtown Saskatoon; Poached 
Breakfast Bistro, where you must try the bacon roll ups; and 

Boffins Club, one of Saskatoon’s private clubs with a beautiful 
outdoor patio and garden.

Our final night in Saskatoon was spent in style at the Sas-
katchewan Jazz Festival, with VIP passes (thank you Delta 
Bessborough!) for six-time Juno winner and multi-platinum selling 
artist, Saskatchewan’s own Colin James! The setting? The Bess’s 
Gardens on the edge of the Saskatchewan River, on the first day 
of summer, the longest day of the year, with an almost full moon 
shining down. It was a magical atmosphere. 

HOSPITALITY AND A SENSE OF HOME
Saskatoon is known for some of the friendliest people in Canada. 
How do I know this? I was waiting at the four corners downtown 
and there wasn’t a stop light so I assumed I’d wait for the traffic to 
go by – but to my amazement, the traffic actually stopped for me 
to cross the street! 

This might just be me, but I felt so at home in Saskatoon, then 
again I’m from a small town. But if you want your event to feel like 
it’s the centre of attention, and not get lost in the big city lights, 
Saskatoon is your place. For a small city, with a population of 
260,000, it still has everything you need. 

And don’t just take my word for it!  •

SPECIAL ADVERTISING SECTION

Saskatoon will make your event the centre of attention
JAZZ UP YOUR EVENT

By Cori-Ann Canuel

“Not even a little rain could dampen the warm hospitality or 
mask the beauty that is Saskatoon. I hope to one day share 
this experience with my conference delegates!”
Chriss Holloway, The Association of Faculties of Medicine of Canada

“Something that really surprised me about Saskatoon was the 
number of great restaurants and the variety of cuisine available.  
It seems to be a popular place for new chefs and restaurateurs 
to open their new restaurants.” 
Chris Chapman, Hospitality Performance Network Global
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Identity
Mistaken

Recent cutbacks demonstrate that 
the government misperceives and 
undervalues the MICE and tourism 
industries. Why doesn’t it get who  
we are and what we do?
BY ALLAN LYNCH
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P
lanners of a certain age may find themselves humming a hit from 
Eric Burdon and The Animals. “I’m just a soul whose intentions are 
good, oh lord, please don’t let me be misunderstood…”

Misunderstood is the polite précis of how many in the meet-
ings industry feel these days. Since the Conservatives came to 
power on the promise of a balanced budget by October 2015, 
meeting planners, their clients and the tourism sector have seen 
four years of constant budget cuts that have many wondering if 
the government is friend or foe?

It’s as if someone has watched the full Mad Men series, abandoned consideration of return 
on investment (ROI) and embraced comedic film portrayals of conventions as subsidized 
parties in grave need of micro- and macro-managing. By extension, this perception of meet-
ing planners as glorified party planners ignores two decades of investment that the MICE 
industry has made in professional development and formalizing credentials.

The impact is twofold: One, government has cut back spending on (or even holding) its 
own events and two, because it doesn’t understand and value the economic impact of the 
industry, it’s reduced support to the Canadian Tourism Commission (CTC) and other organ-
izations charged with attracting MICE and tourism business to Canada. 

Identity
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Patricia Lyall, president and CEO of Destination Halifax and chair 
of the Canadian Tourism Commission’s (CTC) newly rebranded 
Business Events Canada advisory committee, says, “The public sec-
tor struggles with a comprehension of tourism as a business.”

The other misunderstanding, says Lyall, is that Ottawa doesn’t 
see the meetings and tourism sectors as industries, in part because 
of the diverse voices in travel and tourism. “When you think of the 
automotive industry, or the pharmaceutical industry, or agriculture, 
there’s a consolidation and mass movement in a singular direction.” 
However, with tourism and the meetings sector speaking with so 
many voices via provincial tourism departments and ministries 
as well as separate associations for hotels, airlines, partners, plus 
professional organizations like the Canadian Tourism Commission 
(CTC), Tourism Industry of Canada (TIAC), Canadian Society of As-
sociation Executives (CSAE), Meeting Professionals International 
(MPI), Society of Incentive and Travel Executives (SITE) and others, 
that message is diluted for lack of a single national voice.

It doesn’t help, she says, “when various ministers and ministries 
are sent mixed messages by industry because when asked by some-
body in a public forum ‘How’s business?’, every destination is trying 
to outdo each other by saying ‘It’s great,’ ‘It’s awesome,’ ‘We’re going 
to have the best year ever.’ Hotel companies will say, ‘On the books 
the pace of reservations is looking good.’ So people go back to Ot-
tawa hearing the industry say everything is right and fine.”

LOSING MARKET SHARE
But things aren’t fine. According to the International Tourism Arrivals 
list Canada has dropped in status as a top world destination. While the 

CUTTING BACK
Carmen Neufeld, president at Winnipeg’s Planner’s Plus Inc., says, “I 
sometimes think government doesn’t understand that meeting plan-
ners are not administrative assistants available to them at the drop of a 
hat because they are government.” She hopes education will help them 
understand the value of a professional planner but acknowledges that 
there’s still a misunderstanding of what event planners do. “We don’t 
even refer to ourselves as meeting planners anymore. We are project 
managers. The project just happens to be a conference,” she says.

A long-time Ottawa planner, who asked to remain anonymous, 
says since the Conservative government took office he has lost his 
entire government base. “Government used to be 40 to 45 per cent 
of my revenue base and it’s zero per cent now. And I’m not the only 
one.” The planner also knows of others who are “looking to sell and 
get out” and says that he’s hearing from all the other independents 
[planners] that “they just don’t get government contracts anymore.”

“He [the prime minister] is proud that he has reduced spending on 
hospitality, which includes meetings and events, by more than 35 per 
cent and he promised to cut that even more. What he doesn’t realize 
is the spillover effect that causes financial hardship not just to the 
hotels but to independent meeting planners like myself who organize 
government meetings. And to take that a step further, they have cut 
funding to a lot of the associations,” which impacts public policy, he 
says. “Much of federal policy got developed based on consensus with 
the provinces, so federal-provincial-territorial meetings are critical to 
how Canada functions and when you cut those off because people 
don’t have the travel budget and they’re not allowed to offer hospi-
tality (like coffee breaks and meals), it will have an impact on policy 
development” as well as the sharing of best practices and ideas.

POLITICAL OVERSIGHTS
The planner also questions the economic benefit of bringing plan-
ning in-house. “You either have somebody who is way too high up, 
so costing a fortune to organize a meeting, or somebody way down 
who doesn’t have the experience and ultimately gets taken advan-
tage of” in the negotiation process. 

It may make good political capital to show cuts to voters, but Ot-
tawa, which has lead the country in these reductions, doesn’t seem to 
equate the cuts to their impact on the industry and economy.

Mistaken Identity
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rest of world gears up to get a bigger bite of the travel pie—in 2012 
one billion people travelled and spent over a trillion dollars—Canada 
has gone solo in reducing its investment in tourism promotion and 
marketing, the effects of which spillover into the MICE market.

In 2002, the CTC’s budget was $99 million and Canada placed 
seventh on the list of the world’s top 20 destinations. By 2012, the 
CTC’s budget had shrunk by 21 per cent to $78 million, drawing four 
million fewer visitors, and dropping Canada to 17th place. And this 
year the CTC’s budget has dropped a further 25 per cent to $58 
million dollars, $2 million less than what the State of New York has 
budgeted for tourism promotion. Even earthquake-ravaged Haiti 
has created a plan to use tourism to rebuild their economy, while 
Myanmar announced a $500-million tourism infrastructure plan.

Lyall says, “There is a cause and effect when you see where Can-
ada stands today in its market share of international travel com-
pared to where it was eight years ago. There is a direct correlation 
between the decline in investment and Canada’s market share.”

Lyall also wonders, “Why does tourism at any level typically 
get the most junior minister? That’s another indicator that it’s not 
deemed to have the level of significance [of other sectors]. In Nova 
Scotia, I was very pleased when the government merged tourism 
into the economic development portfolio because the minister for 
economic development is usually a more senior, better versed, more 
tenured minister who has a couple of deputies because the portfolio 
is deemed to be significant.” Merging travel with economic develop-
ment sends a message to the industry about how it’s valued.

Nationally, the CTC has decided to remove any ambiguity 
around the purpose of the meetings sector, renaming their meet-
ings and conventions unit Business Events Canada. According to 
Lyall, the rebranded Business Events Canada is designed to align 
business development to Canada’s global commerce strategy and 
align goals with on-going work in various federal departments.

While some traditionalists are bothered because “business events” 
is not the term the rest of the world uses, Claire Smith, vice-president 
of sales and marketing for the Vancouver Convention Centre, agrees 
with the move. “I’m a strong proponent of the business events focus 
because I think it better reflects what we’re doing in this sector. I 
would never suggest rebranding Canada in any way, but I think we 
really want to stay away from the sense that we’re planning parties 
here. I think the CTC took a bold step. They’re not ahead of the curve, 
they’re at the front end of the curve on this one.”

Smith says, “I think it’s a very strategic move. We have fewer 
resources so we have to align ourselves with other departments 
in government that are building the brand. We can share intelli-
gence and some resources to build business for Canada—whether 
it’s getting a company to relocate here, buy product from Canada or 
hold their annual sales conference or incentive program in Canada. I 
think there is validity in capitalizing on that strength.”

Smith believes any misunderstanding between destinations, in-
dustry and politicians is due to data. “We talk a lot about economic 
impact of the meetings industry but I think we don’t do a good job 
of explaining what that impact is, how it’s measured and how it’s 
verified. I think sometimes we may be dismissed because it seems 
like those are elevated numbers. We need to be able to talk apples 
to apples with other government ministries and jurisdictions.” 

In essence the industry would be helped by a standardized na-
tional fiscal model for judging the impact of meetings on the econ-
omy. This might help government understand and appreciate the 

January 2013: CTC reports record attendance (+20%) at 
2012 Calgary Stampede thanks to one-time funding alloca-
tion of $5 million by the federal government. 

February 2013: Government delegation travels to New Delhi 
and Jaipur to promote Canada as destination of choice for 
Indian travellers.

March 2013: 2013 Federal Budget outlines key infrastructure 
investments including $25 million over three years to  
advance the Windsor-Detriot International Crossing project 
and $54.7 million in 2013-14 to support VIA Rail’s operations. 
Also proposes cutting CTC budget (again) as well as more 
cuts to Parks Canada.

April 2013: Federal government invests more than $1.3  
million in Louisbourg, Nova Scotia’s 300th anniversary cele-
brations. 

May 2013: CTC releases annual report, which describes 
strategic plan to stop promoting Canada in poorly per-
forming markets, including the United States. Provincial 
tourism authorities expected to pick up slack.

June 2013: Canadian Chamber of Commerce releases white 
paper detailing the “steady decline in international visits to 
the country over the last 10 years.” Cites government cuts  
to CTC budget as well as uncompetitive air travel costs as 
key issues.

July 2013: Newfoundland & Labrador provincial government 
makes $4 million cut to its award-winning tourism marketing 
campaign.

WHY GOVERNMENT 
IS OUR FRENEMY
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economic impact of the sector. Brent Beatty, senior manager for 
meetings and conventions at Edmonton Tourism says, “Tourism in 
our country seems to lack the overall recognition it deserves for the 
economic impact it brings and it concerns me that we are investing 
less and less every year.  This could be the primary reason we have 
dropped from the seventh most popular destination in 2002 to 18th 
in 2011 according to the UN World Tourism Organization.” 

He adds that with many of our country’s provincial marketing or-
ganizations’ budgets looking to surpass that of the CTC, there’s even 
greater cause for concern.  “However, this doesn’t just rest on our fed-
eral government,” he points out. “This starts at the grass roots in each 
destination making sure they we are all ready to welcome the visitor. 
From well-maintained attractions to base infrastructure, we need to 
make Canada shine again in the eyes of the world—and not just the 
meetings and convention visitor—but the family of four.  

ON THE FRONT LINES
Planner Jonathan Strauss, president of Strauss Event and As-
sociation Management in Winnipeg, says that it’s his experience 
that all governments have been guilty of a lack of understanding 
of the value of tourism.” Referencing a $45 million investment by 
three levels of government in sponsorship of the Formula 1® races 
in Montreal, Strauss explains, “Government likes marquee events 
they can show up at, get their picture taken and meet celebrities, 
but when it comes to the meetings and convention industry I’ve 
never seen any example by any government—federally, provincially 

or municipally—where they show any understanding of the value 
tourism brings to their community. So the CTC funding cut is short-
sighted. It just shows the federal government’s lack of understand-
ing of the importance of tourism.”

He continues, “Our and our clients’ bigger frustration is that 
a number of government agencies at multiple levels have placed 
travel bans on their staff. They are not able to participate in pro-
fessional development events and conferences outside of their 
community. Some organizations are doing smaller, more regional 
activities to try to meet the demand. But when you look at the 
geographic disbursement of Canada that’s fine to do in Quebec, 
Ontario and maybe British Columbia where you have a few ma-
jor population centres, but how do you bring national association 
level, quality education and professional development to a group 
in PEI, Saskatchewan or Manitoba? Generally, you spread the cost 
of high quality education across a bigger pool of people. So if you 
get 500 at your national conference, but only 20 to your workshop 
in Nova Scotia you can’t bring in top level educators, speakers, 
conference experts.” 

Strauss, like his planner colleagues, is concerned that “these 
travel policies preclude people from participating. Yes, webinars 
and virtual meetings are great but you’re eliminating networking 
and peer-to-peer learning that is so important in every industry.”

Another unfriendly action of government is the short time 
frame used to cut funding. Strauss explains, “We’ve had clients set 
budgets based on verbal commitments and then been told way 

down the road the money’s not coming.”
Like other planners, Carmen Neufeld is 

worried about the loss of educational op-
portunities budget cutbacks are forcing on 
the non-profit sector. “In their case, educa-
tional events are really desperately needed 
information-sharing sessions. So, if they’ve 
[government] taken away the support to 
bring delegates in for these events it will 
end up having a detrimental effect on the 
organization because it’s an educational 
opportunity that’s being denied.”

Helene Pomerleau, director of sales, ser-
vices and tourism media relations for Que-
bec City, doesn’t think government decision 
makers understand the potential for larger 
lost opportunities from cutbacks. “Tourism is 
a serious industry. It’s not just the direct eco-
nomic benefit of the meeting because it can 
have long-term repercussions. When people 
attend something for the first time it’s like a 
discovery, like a showcase of the destination 
and local expertise, so it could lead people 
to invest in a plant or new research centre.” 

Micro or macro, the industry feels polit-
icians don’t understand the value of the sec-
tor in both the short and long term, and that 
today’s budget saving comes at a greater 
long-term cost to the GDP. 

Allan Lynch is a freelance writer based in  

New Minas, Nova Scotia.
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BY MAUREEN LYNCH

WHERE

NEXT?
Up-and-coming incentive travel destinations
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E
Enter the unique travel destination, one that can bring 
people together in a way that both excites participants 
and sparks innovative ideas. A variety of new destina-
tions are emerging outside of North America to meet 
MICE market needs. Asian centers such as Beijing, 
Shanghai, Vietnam and Cambodia, are fast becoming 
popular choices in the quest for a purposefully chosen 
experience that delivers the best bang for the buck. 

“We find Canadian clients very open to incentive 
travel outside of North America,” says Jane Wallbridge, 
vice-president of Meetings and Events at Aimia Inc. 
“Canadians like to travel far and wide to new destina-
tions and clients always task us with finding new des-
tinations.”

Cynthia Richards, president of Event Spectrum Inc., 
agrees. “We’re seeing more openness to travel outside 
the continental U.S. and a willingness to look outside 
North America. One of our long-term clients who was 
recently looking to celebrate a milestone with a five-
night incentive travel trip, selected Sydney, Shanghai 
and Dubai as their top three destination choices.”

“It’s pretty exciting when clients have an appetite to 
explore new destinations,” notes Eva Page, event mar-
keting director at Maritz Canada who says her company 
is seeing interest in Malta, Croatia, Berlin, and Russia. 
“We keep it fresh and interesting by seeking out hidden 
gems, places that intrigue people, but that they may 
not ordinarily get to on their own.” 

“At Maritz,” adds Page, “we think one key element is 
getting to a destination at the right time—while it still 
has a sense of intrigue and discovery, but before it be-
comes too popular or expensive. Iceland fits that bill. A 
few years back it was a unique location but not ready for 

the demands of the incentive travel market. Now it is.”
Richards agrees. “Our clients love Iceland. With 

18-20 hours of daylight in the summer, you can snow-
mobile during the day and play in a midnight golf tour-
nament at night.”

Another influence on destination popularity today 
is the media, says Page. With so many unique places 
being featured on reality shows like The Bachelor/Bach-
elorette and The Amazing Race, many previously un-
thought-of destinations are catching the attention of 
travellers. “We, as event designers, must be the voice of 
reason on the preparedness of a destination. We need 
to consider that while a destination may be represented 
in a romantic, adventurous, cultural or undiscovered 
way, it may not necessarily be ready for incentive travel, 
from an infrastructure perspective,” she explains. 

One destination that does seem ready is Panama. 
With a booming economy, new hotels and historic ap-
peal, this southern-most Central American country of-
fers the convenience of a middle-distance flight with the 
opportunity of lots to see and do. “Panama City is 45 
minutes from the rain forest, the canal and the beach,” 
says Richards. Noting the combination of an Old World 
feel with new world luxury, she sees Panama City as an 
affordable destination with modest pricing for excellent 
meals prepared by U.S.-trained chefs. “There is definite 
value there.”

As more and more countries better understand the 
expectation of incentive travellers, the list of new (and 
ready) destinations outside of North America continues 
to grow.

“There is definitely interest in Africa,” notes Wall-
bridge, “in particular Dubai, which has just lifted its 

Event planners in today’s MICE market seek to create memorable experiences 

that celebrate achievements while providing a good return on investment. 

From mature incentive travel destinations like Miami to those in the early 

stages of drawing incentive travel like Iceland, finding that “just right” 

location can help create memories that will last a lifetime.
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visa requirements. Marrakech, Morocco is another up 
and coming destination; it has some wonderful hotels. 
And of course, South Africa safaris are popular for 
high-end groups.”

As an exciting trip destination for top performers, 
Richards agrees that Africa is well worth the trip across 
the globe. “Cape Town is a cosmopolitan city with great 
five-star hotel properties and lots to do. It offers the 
option of a safari since it’s just a half an hour’s drive 
from wildlife. One big selling feature is that it’s a remote 
destination removed from the outside world but still of-
fers people the ability to use their electronics, making it 
a great destination for bonding time.”

For a wow factor, clients can also buy out a resort like 
Jade Mountain in St. Lucia, says Wallbridge, which offers 
a great way to personalize the incentive travel experi-
ence. Another top client favourite was buying out the 
Palace of Versailles near Paris for the night.

Wallbridge says the pros of the destination, such as 
adventure or a different experience from home, have to 
outweigh cons like airlift challenges, visa requirements 
or exchange rates. “If, for example, a client is planning a 
three-night trip, London is okay but Hong Kong is out,” 
she points out.

Since clients don’t usually upgrade to first class on 
air, adds Richards, the time and hotel elements of incen-
tive travel become critically important. As a result, it’s 
imperative to factor in overnight flights and work with 
the hotel to lessen the impacts of time change as well as 
with clients to build in time to adjust. “There is nothing 
worse for people who work hard for their reward than 
to be exhausted when they get to their destination.”

Since a variety of factors go into selecting the right 
destination, from airlift and accommodation, to on-
site hospitality and off-site functions, the devil, as 
they say, is often in the details. While the appeal of 
a destination may help to give the audience an once-
in-a-lifetime experience, the challenge can often lie 
in delivering that experience in a form that is still a 
reward. “Sometimes an exotic destination has its chal-
lenges,” notes Page. “For example, if travellers get 
altitude sickness or are bitten by some sort of local 
insect. We try to balance appeal with issues such as 
safety and ease of travel.”

One interesting trend that Page says her company 
has noticed are clients incorporating a visit to their 
head office into a travel program as a way to go outside 

of North America and offset the taxable benefit of in-
centives. “While the reward of travel can be great, pay-
ing tax on that reward for the participant is not so great. 
Incorporating incentive travel with a corporate head of-
fice in say, Germany or Italy, is one way to better em-
brace a trip across the pond.” 

While exotic destinations are understandably ap-
pealing, the role that experiences play in incentive trav-
el is increasingly becoming more important. 

Research shows that the destination is the num-
ber one driver in travel incentives. But the experience 
on the program is a close second.  In this one-two 
punch, the destination is the initial motivator, but with 
the powerful follow-up being an once-in-a-lifetime  
experience on the program itself. 

The challenge, says Page, is finding the right bal-
ance—providing enough information to get the qualify-
ing audience motivated to achieve the reward, but not 
give too much away. “We want to give clients enough 
detail to know how to prepare and what to pack, but 
still keep that element of surprise to ensure there is a 
whole lot of magic on the program. Our clients get to 
know and expect that whatever it is we plan, it will be a 
money-can’t-buy experience.”

The good news is that you don’t always have to 
travel far for a unique experience. “In Naples, Florida,” 
notes Richards, “we provided a client with a ‘Feel Like 
a Star’ theme that featured a celebrity trainer as a 
guest speaker and the stylist from the Cityline tele-
vision show. We offered makeovers on site and had 
a fashion show with the winners. Participants said it 
was a life changing experience—the best day of their 
lives.” 

Which just goes to show that while the destination is 
nice, it’s still the experience that counts. “We want win-
ners to come back as proud brand ambassadors with 
‘you wouldn’t believe what we did’ bragging rights,” 
says Richards.

As Page explains, the ideal motivational travel pro-
gram “personally congratulates winners, thanks staff 
for their ongoing support throughout the fiscal year, 
and establishes relationships between the winners and 
the leadership team that endures long after the conclu-
sion of the event.” 

Maureen Lynch is a Toronto-based journalist specializing

 in travel and sustainability issues. 
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ICELAND
Wild and wonderful.

BY SONJA CHILCOTT

 Seljalandsfoss Falls 

 Hilton Reykjavik Nordica 

 Hallgrimskirkja 

 Harpa Conference Centre 

 Reykjavik 

 Imagine Peace Tower 
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inspiration
Iceland Congress, a leading DMC in Iceland 
took the statement “all problems solvable 
and no project unmanageable” to a whole 
new level when they executed a once-
in-a-lifetime experience for a group of 15 
delegates from around the world. The day 
kicked off with an adventure super jeep 
ride over the glaciers. It wrapped up with 
the group descending into a volcano where 
dinner was served—complete with white 
tablecloths and waiters in white coats and 
gloves. To add to the experience, much of 
the meal was cooked under hot lava stones. 
“This was the first time something of this 
magnitude was executed in Iceland and we 
were overjoyed that the client trusted and 
choose us to execute such an amazing ex-
perience for their group,” says Eggert Thor 
Olason, sales manager for Iceland Con-
gress. “The group was in complete awe and 
it was definitely an experience that they 
will remember forever!”

Go to Iceland. Visit the majestic Gullfoss, 
the Golden Waterfall. Travel to the Hauka-
dalur geothermal area—home of the world-
famous Geysir—and watch the active gey-
ser Strokkur blast hot water 15 to 30 meters 
into the air every five minutes or so. Careen 
across a glacier in a snowmobile. Stop at the 
Blue Lagoon (one of National Geographic’s 
25 wonders of the world) and immerse 
yourself in silica and sulphur-rich water 
that is a supernatural shade of blue. Then, 
relaxed and restored, spend an evening 
enjoying the art, music, culture and fine din-
ing offered in Reykjavik, one of the world’s 
coolest—figuratively and literally—capital 
cities. You’ll be amazed. I was.

MICE READY
Iceland checks a lot of boxes for Canadian 
planners. Mid-way between North America 
and Europe, airlift is relatively easy. Ice-
landair offers flights from Halifax and To-
ronto, and several other international carri-
ers fly into Reykjavik, which is a MICE-ready, 
compact city with excellent infrastructure, 
cutting-edge technology, unique meeting 
venues, fine hotels and great restaurants. 
Spirited and vibrant, it is home to some 30 
annual festivals (jazz, art, culture, film fash-
ion, music and more) that can be aligned 
with meetings and events. Outside of the 
city, there are areas of astounding natural 
beauty that offer ample opportunities for 
team-building adventures. This striking 
combination—the untouched and exotic 
mixed with the developed and familiar—
makes Iceland a great incentive travel des-
tination and/or meeting site. 

HOTELS WITH APPEAL
Reykjavik offers myriad accommodation 
options for small and large groups. The 
four-star Hilton Reykjavik Nordik, the city’s 
leading hotel, has 252 guest rooms and 11 
meeting rooms. Its main function and ban-
quet space can hold up to 650 guests. The 
majority of its meeting rooms are housed 
on one floor, and all have natural light. The 
Grand Hotel Reykjavik, the largest confer-
ence hotel in the city, will complete a full 
renovation this summer. It has 312 guest 
rooms, and 15 meeting rooms with seating 
for eight to 470. Located in an historic house 
in the heart of the city, the Radisson Blu 1919 
is a boutique-style hotel with 36 bedrooms 

and three meeting rooms. The Radisson Blu 
Saga Hotel is situated by the University of 
Iceland, a few minutes from the city centre. 
The 209-room property, boasts great views 
of the city. Its nine hi-tech meeting rooms 
are each equipped with a camera to help 
business event planners monitor what’s 
happening in each breakout room.

SPECIAL SPACES & EVENTS
Going off-site is easy to do in Iceland. The 
Harpa Concert Hall and Conference Cen-
tre is one of Reykjavik’s must-see venues. 
Opened in May 2011, it is widely-believed 
to be the world’s most eco-friendly confer-
ence centre. It houses concert hall and ex-
hibition space as well as 14 meeting rooms, 
the largest of which is 10,850 sq. ft. The 
three-building Reykjavik Art Museum of-
fers several great spaces for galas and other 
special events. Its white interior walls make 
it a chameleon venue, ready to be trans-
formed with whatever theme a planner 
can dream up. Outside of Reykjavik proper, 
the Blue Lagoon is another must-see facil-
ity. Besides its famous waters and spa (see 
more about the spa on page 34), it has six 
meeting rooms and 15 hotel rooms, all in a 
breathtaking surrounding. 

Alternatively, DMCs can arrange spec-
tacular meals and events in Iceland’s wilder-
ness. During my visit, Iceland ProTravel DMC 
took a group of planners and myself on a 
“nature day.” Our first stop was Thingvellir 
National Park, the UNESCO World Heritage 
Site, where “Althing,” the first democrat-
ically-voted parliament in the world was 
founded in 930 AD. There we hiked through 
the rift valley that marks the crest of the 
Mid-Atlantic Ridge, where the two tectonic 
plates of the North America and Europe 
are drifting apart. We then travelled to the 
Gullfoss waterfall  and the geysers in Hauka-
dalur, both awe-inspiring sights. Our adven-
ture continued at the Langjökull Glacier, the 
second largest ice cap in the country. We 
climbed aboard snowmobiles (overalls, mit-
tens and shoes were provided) and tore up 
and down its slope until lunch was served—
a feast of seafood, lamb, chicken, rice and 
more with wine and good Icelandic beer 
cooling in the snow. It was amazing. 

—Sonja Chilcott is Publisher  

of Meetings + Incentive Travel

fast facts
meetinreykjavik.is

Reykjavik Capital Area 204,000 
(pop. All of Iceland 320,000)

# of Conference guests to 
Reykjavik in 2011: 23,000

Iceland Krona (ISK)

Total rooms in Reykjavik: 
3,230 (total of 6,828 beds)

Keflavik International Airport 
(KEF)

January 2C  
July 13C 

GMT (4hrs+ Toronto)

 Harpa Conference Centre 
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It’s my last morning in Miami and I have an 8:30 appointment 
with Charles J. Kropke, vice-president of sales and marketing for 
Dragonfly Expeditions, Inc., which runs expeditionary and explora-
tory tours of Florida and the Caribbean basin for leisure and corpor-
ate travellers. He has been asked by the Greater Miami Convention 
& Visitors Bureau (GMCVB) to show me the city.

Kropke’s tour takes us through Miami’s neighborhoods: Coral 
Gables, Coconut Grove, Little Havana, the downtown financial dis-
trict and the Design District. As he drives, he tells me the city’s story 
and, when he drops me off at my next appointment, I know one 
thing for sure: Miami is more than beach.

In fact, the city is enjoying a renaissance. Historic properties are 
being restored. New hotels, restaurants, museums and special event 
venues are opening. And the GMCVB is working overtime, offering 
visitors and residents enticing themed programs and more. All of 
which is good news for event planners.

MEETING MICE NEEDS
On the convention center front, developers are putting in bids to “re-
create” the Miami Beach Convention Center. According to the Miami 
Herald, plans include renovating and expanding the center, adding 
an 800-room hotel and more. The city’s newest and second largest 
convention center, the Miami Airport Convention Center (MACC), 
has undergone a multi-million dollar modernization and now of-
fers 172,000 sq. ft. of meeting space, trade show floor, and seminar 
breakout rooms, all with state-of-the-art technology. David Cohen, its 
senior sales manager, explains that the renovation of the center has 
been complemented by the formation of the Miami Airport Hotels 
Alliance. Comprised of 14 airport hotels, the Alliance gives planners 

access to more than 3,750 sleeping rooms; 450 suites; 265,000 sq. ft. 
of meeting space; and nearly 150,000 sq. ft. of exhibit space. Catering 
is available from the Doubletree Hotel adjacent to the MACC.

There’s also a lot happening in Miami’s hotel scene. The JW Mar-
riott Marquis Downtown Miami has won more than 20 awards since 
it opened in 2010. It has 80,000 sq. ft. of meeting space on its third, 
fourth and fifth floors, and a lifestyle and entertainment complex on 
the 19th floor that includes a 10,000- sq.-ft. NBA-approved basket-
ball court, indoor Jim McLean Golf School, bowling alley, 3D media 
room, and corporate lounge. In South Beach, the historic National 
Hotel has just completed a $10 million renovation. Listed as a His-
toric Hotel of America by the National Trust for the Historic Pres-
ervation of Art Deco, it has 2,200 sq. ft. of indoor meeting space 
and 2,075 sq. ft of unique outdoor event space. In Sunny Isles, Solé 
by the Ocean’s 249 guest rooms and suites have private terraces 
and floor-to-ceiling windows with views of the Atlantic Ocean or 
Florida’s Intercoastal Waterway. Its 6,500 sq. ft. of meeting space 
includes the 2,100-sq.-ft. Solé Ballroom, meeting rooms ranging in 
size from 1,525 sq. ft. to 260 sq. ft., and a private dining room and 
private outdoor terrace. 

WINING AND DINING
The city’s special event venue and restaurant sector is also boom-
ing. Villa Azur Restaurant & Lounge opened on South Beach’s 23rd 
Street last year. Beautifully-appointed with furnishings, fixtures and 
accessories that mix vintage and modern motifs, it has a 2,242-sq.-
ft. main dining room that holds 240 for cocktails and 120 seated. 
It also has a spectacular courtyard that can accommodate 200 
standing and 110 seated.  The Florida Cookery in The James Royal 

fast facts
MiamiandBeaches.com

Miami International  
Airport, MIA

2.4 million  
(Miami-Dade).

361 hotels and motels; 
47,642 rooms.

24+ kilometers.
of beaches

24˚C year-round.

Eastern Standard Time
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MIAMI
More than beach BY LORI SMITH

 JW Marriott Marquis  
 Basketball Court/Event Space 
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inspiration
The Greater Miami Convention & Visitors Bureau recom-
mends that groups take advantage of the tempting, 
money-saving programs it’s crafted for the city’s residents. 
There’s a different “temptation” for every month, each 
based on a specific theme. February is Shop Miami month.

March is Miami Film month. April is Miami Golf month.  
May is Miami Museum month. June is Miami Romance 
month. July and August are Miami Spa months. August 
and September are Miami Spice (restaurant) months. 
October is focused on Miami Attractions. And, November 
celebrates Miami Live Music.
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— Lori Smith is Editor of Meetings + Incentive Travel.

 Marlins Park 

 Sunny Isles Beach 

 Villa Azur’s Courtyard 

 The National 

Palm—also in South Beach—offers event planners a cool dining op-
tion. Headed by chef Chris Wessel it features a menu emphasiz-
ing locally-sourced ingredients. A short walk up Lincoln Road from 
The James takes you to SkyDeck, a 3,700- sq.-ft. all white, outdoor 
space that can hold 250 people and offers breathtaking views of 
the Miami/South Beach skylines.

Planners looking for unconventional event venues should check out 
Jungle Island, the Dezer Car Museum and Marlins Park. Jungle Island is 
an interactive zoological park that is home to rare twin orangtuans, the 
world’s largest cat (the Liger—a lion crossed with a tiger), and more 
than 300 vibrant birds. Events can be held on its trails and beach as 
well as in its formal spaces: the Treetop Ballroom, Royal Palm Veran-
dah, etc. The Dezer Car Museum houses real estate developer Michael 
Dezer’s collection of more than 1,000 unique and eclectic vehicles. 
Suitable for groups ranging in size from 50 to 1,500 guests, its event 
spaces include the 1,500-sq.-ft. James Bond Lounge, the 25,000-sq.-
ft. Dezer Showplace and a ‘50s style diner. The new Marlins Park has 
a number of spaces that can accommodate groups on game days. On 
non-game days, its dugouts can be used for dinner parties. 

At 11:32 a.m. Kropke drops me off at Oak Tavern, my last site vis-
it before heading to the airport. This trendy bistro in the Design 
District opened in January. Its indoor space and landscaped patio 
together seat 140. I opt to sit outside to eat lunch and on the advice 
of the waiter, order a Thai Crispy Snapper salad and—on my own 
initiative—a Green Mile (gin, cucumber, chile and lime) to cool me 
off. It’s 32°C—a perfect day to go to the beach in Miami. 

 Skydeck Miami 
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DRINKS BY DESIGN
Signature cocktails can greatly enhance events.

BY DON DOULOFF

This column has devoted itself to food and the important role it 
plays in meetings and events. But what about the other side of the 
f&b equation?

Drinks should be treated with the same amount of forethought 
given to the food. And a signature cocktail, created specifically for 
an event or conference, can enhance the attendee experience and 
powerfully tie into the theme.

For instance, Ellen Boddington, CMP, CMM, of Stellar Confer-
ence & Event Management, recently put together a signature 
cocktail for a client’s bi-annual client-appreciation night.

The event featured a host bar, at which attendees were offered 
a drink, the “[company name] Martini.” A sign was created and 
hung above the bar, along with the client logo, listing the bev-
erage ingredients. “The fee for this specialty beverage cost the 
client $2.00 per drink more than the beer and wine already being 
offered, so we did not think that this price was unreasonable,” says 
Boddington.

As she points out, the drink was an add-on that “enhanced the 
corporate objective of the event, which was to let clients know 
that they are appreciated.”

At this past January’s PCMA Convening Leaders conference, in 
Orlando, Fla., Tourism Toronto created three signature cocktails 
for its Imaginarium planner hospitality lounge. According to Erin 
Rypstra, client experience architect, MC&IT, at Tourism Toronto, 

 Ras-beer Lemonade 
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the cocktails were created “to mimic/amplify our theme of Step 
Out Of the Box and Imagine The Possibilities.”

Those drinks included a Watermelon Poptini (a martini featur-
ing fresh watermelon juice and rimmed with strawberry flavoured 
pop rocks); Honey Basil Gin Fizz (gin meets infused ale meets or-
ganic herbs); and Ras-beer Lemonade (ale mixed with vodka and 
raspberry lemonade, garnished with raspberries).

“We tried to tie the theme into the design, the activities and 
the f&b, with upside-down furniture rigged from a gigantic hid-
den truss; glow-in-the-dark manicures; black-light areas, which 
included the bar and a collaborative cityscape canvas; design-
your-own-lanyard stations and out-of-the-box food, ‘everything 
miniature’ brunch and a sushi dessert bar,” says Rypstra. “So it 
only made sense to add a twist to the beverage component.”

In terms of pricing, Rypstra says Tourism Toronto’s convention-
centre suppliers are happy “to showcase their best efforts in our 
lounge. As a result, we typically get the standard cocktail batch 
rate at a minimum of 25 persons, provided, of course, we come up 
with a signature drink in a reasonable time. Same goes with the 
food; given enough time and allowing for the ability to be creative, 
while still targeted to a specific idea, generally results in a simple 
swap-out of menu items at the same or similar expense.”

By showcasing creative f&b in the Imaginarium, Tourism To-
ronto aimed to position its team, and destination, as innovative 
and up-to-date on best industry practices. And, Rypstra adds, it 
“allows our clients to see the potential creativity that we can offer 
towards fulfilling their meeting’s business goals.” 

Signature drinks were used, cleverly, to match each room’s 
theme at last September’s open house for Atlantis Pavilion, on 
Toronto’s waterfront. “We built the event around the venue’s four 
main rooms and used the classical four elements of Earth, air, fire 
and water to showcase how the space could be transformed into 
a variety of different styles,” says Carolyn Luscombe, CSEM, CSEP, 
CMP, president and chief event architect of Eclectic Events Inter-
national. “Each room had its own theme, colour scheme, enter-
tainment and menu.”

The drinks, provided by the venue, were aimed at matching 
the decor of the room with which they were associated, says Lus-
combe. “They were not advertised prior to the event, since the 
theme was to be kept secret until the guests arrived.”

Signature cocktails, in the Fire room, played to a red theme and 
included the Salsa (Champagne and Chambord, with a splash of 
Grenadine, garnished with raspberry) and the Fireball (Sambuca, 
with red food colouring, served flambéed, with espresso bean). 
In the Water room, blue-coloured drinks included the Tidal Wave 
(Tequila, blue Curacao and lime juice, garnished with lime wedge) 
and the Aqua (vodka, blue Curacao and white cranberry juice, gar-
nished with blueberry).

The Air room’s white cocktails included the Cloud (Marshmal-
low vodka, white cranberry juice and Sprite, garnished with mini-
marshmallows) and the Pillow (Cake vodka, white cranberry and a 
splash of soda, poured over pink candy floss). In the Earth room, 
brown/green drinks were served, including the Moss (melon, sour 
apple and white cranberry juice, garnished with green apple slice) 
and the Willow (hot chocolate topped with white Creme de Ca-
cao, Kahlua and Baileys Irish Cream, topped with whipped cream).

In addition to tying into a theme, signature drinks can be used 
to create a mood among attendees. For example, Fourth Wall 
Events, based in New York, created a Snowball (a small lemon ice 
ball topped with Prosecco) for a Tourism Toronto Spa and Fashion 
client event at LaVenue, in New York. The cocktail was devised “to 
create a sense of relaxation as guests arrived,” says Glenn Reimer, 
senior project manager at Fourth Wall Events. The Snowball was 
“a softer take on a cocktail, as the event started with spa treat-
ments for attendees.” 

And the cost? “It was part of an overall bar package for the 
1.5-hour afternoon portion of the event, a total of $1,135 for 40 
guests,” says Reimer. “Very reasonable, as this was unlimited and 
included juices and soft drinks as well.”

At another Tourism Toronto event in New York City, Ring in the 
Spring with Toronto, at MPE Penthouse, in Hell’s Kitchen, Fourth 
Wall created a Watermelon Sparkler (watermelon juice splashed 
over Prosecco).

“Tourism Toronto has always requested that the tone of the 
event is set with a drink at arrivals,” says Reimer, who says Fourth 
Wall suggested a picnic theme for f&b and decor. “We wanted 
something light and sparkly to create a moment as soon as they 
entered the space.”

The watermelon juice echoed the picnic theme. “It was a great 
visual as well, due to its colour, and the use of watermelons (used 
as barbecue-skewer stands) carved by the chef to reflect the Can-
adian maple leaf.”

Reimer deemed the beverage cost “reasonable”—$39.75 per 
guest, which was part of the overall bar package for the entire 
three-hour evening that included beer and wine. 

Watermelon Sparklers were butlered by staff as guests ar-
rived on the seventh-floor penthouse. Combined with the burst of 
flowers from a make-your-own flower cart just outside the eleva-
tor, “it was an extremely effective way to convey the theme, as 
well as provide a cool drink for them to enjoy on the wrap-around 
terrace,” says Reimer. 

—Don Douloff is a food and travel writer based in Toronto.

 Tidal Wave 
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1. Warm Buddy’s Spa Warming Wrap is 
extra long for warming neck, shoulders and 
back. It features anti-stress aromatherapy 
blend of lavender, peppermint, eucalyptus, 
cloves and rosemary. Can be customized 
with logo. $39.95. warmbuddy.com
 
2. Ravi chills room temperature wine to the 
proper drinking temperature, as the wine is 
poured. Easily customized with corporate 
logo. $39.95. ravisolution.com

3. Licence 71195’s selection of heavy-duty 
canvas bags includes shoulder bags, 
messenger bags (shown), backpacks and 
carry-alls. $125. licence71195.com

4. The On-The-Go Salad Cup set includes 
a large cup, small dressing cup and fork. 
Prices start as low as $2.95 per cup.  
sourcingcentral.ca

5. Create custom wine labels for your 
next corporate event. StickerYou offers 
templates and design-your-own options. 
Prices start at $8.99 for six 4” x 3.33” labels 
or four 4” x 5” labels. stickeryou.com

6. The Sound Oasis Sleep Therapy Pillow 
features two high fidelity, ultra-thin stereo 
speakers with a 20” x 25” pillow. Speakers 
can be plugged into any device with a 3.5 
mm plug. Removable. $49.99 USD ($22.99 
USD for speakers alone).  
sound-oasis.com

7. Saxon Chocolates’ hazelnut truffles are 
made with creamy Belgian milk choco-
late and rich hazelnut paste. Available 
packaged in an elegant gold tin. $24.99. 
saxonchocolates.com

8. Fill Cool Shooters Ice Tray with water or 
juice to make four fully-formed frozen shot 
glasses. Made from food-grade silicone 
rubber. $19.99USD on amazon.com.  
fredandfriends.com

cool gifts
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1. Pop the Trakdot™ Luggage device in your checked luggage. It will “sleep” in-flight, and wake-up and report its new location (e-mail 
or text) when the plane lands. $65USD. orangetaginc.com 2. Contoured for a perfect fit across the eyes, the Warm Buddy aromatherapy 
sleep mask can be used hot or cold. $24.95 warmbuddy.com 3. Adjustable and reusable, FixnZip® repairs zippers without tools or  
sewing. Available in three sizes: small, medium and large. $9.95US to $12.99USD. fixnzip.com 4. Single port, low profile USB car  
charger can be used to charge cell phones, MP3 players and other electronic devices. Priced as low as $1.92 per unit. sourcingcentral.ca 
5. The Hammacher Schlemmer Institute awarded these swim goggles its “The Best” rating for their superior suction and leak resistance. 
$29.95USD. hammacher.com 6. Made from micro-fibre material, the Chilly Jilly Wrap is lightweight, wrinkle resistant and folds easily 
into a compact silk bag. Available in more than 15 colours. $35USD. chillyjilly.com 7. The world’s smallest automatic umbrella measures 
eight inches long and deploys to a generous 40-inch diameter at the push of a button. $29.95USD hammacher.com

AS I SEE ITtravel gear
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StickerYou’s easy-to-use online Design Tool allows users to create 
and order customized temporary tattoos. Starts at $12.99 for a 
page of temporary tattoos. stickeryyou.com

Create a 100-mile cocktail like the Four Seasons Resort and Club 
Dallas. The Farmer’s Tan is a custom cocktail made with ingredients 
(jalapeno, cilantro, basil) sourced from within 100 miles of the 
resort. fourseasons.com/dallas

Political wining and dining: Le Parlementaire restaurant in The 
National Assembly of Quebec City is available for events. Other 
Parliament building rooms as well as the main entrance hall can also 
be used for cocktails. Prices vary. assnat.qc.ca/leparlementaire

Mixology 101, Mixed-
Up Relay Race, and 
interactive Spirit 
Seminar are just a 
few of the cocktail 
team-building pack-
ages being offered at 
Toronto’s Pantages 
hotel. Prices vary. 
pantageshotel.com

Go on a “Big Animal Safari” with Neal Watson’s Bimini Scuba Center. 
Snorkel or scuba dive with hammerhead and reef sharks, dolphins 
and stingrays. Four safaris available. Prices vary. 
biminiscubacenter.com

With the Hailo Taxi App users  
can hail and pay for a taxi with two 
taps on the screen of an iPhone or 
Android smartphone. Available in 11 
cities worldwide including Toronto. 
Free. hailocab.com

hot ideas
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MPI Ottawa Chapter 
Prestige Awards

Meeting Industry  
Euchre Tournament

LEFT TO RIGHT: 1. Ann Gallaugher, Anaheim/Orange County Visitor & Convention Bureau; Cori-Ann Canuel, M+IT; Gayle Morris, Tourism Rich-
mond; Reggie Sears, CMP, Sears Enterprises. 2. Geraldine Gray, Starwood Hotels of Toronto; Julia Westelaken, Elastic Communications & Events; 
Angela Young, Starwood Hotels of Toronto. 3. Susan Weinberg, Ontario Public School Boards’ Association; Tracy Bowie, Informa Canada; Julie 
Pilkington, Novotel. 4. Christine Otsuka, M+IT; Lori Wagner, Porter Airlines. 5. Cori-Ann Canuel, M+IT; Patty Kettles, Automotive Industries As-
sociation of Canada; Guest of MPI Ottawa Prestige Award nominee Jennifer Holly. 6. Rose-Marie Guerra, CMP, Department of Justice Canada; 
Vicky Roper, Canadian Association of Fire Chiefs; Nicole Bechkos, Hilton Hotel and Suites Niagara Falls/Fallsview; Joanne St-Pierre, Niagara 
Falls Tourism; Gertrud Jeewanjee, Canadian Ophthalmological Society; Mary-Frances Gingras, CMP, Hilton Worldwide Sales.

HSMAI’s MEET West MPI TEC
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PCMA Canada East 
Chapter Toronto Social

Quebec Cup

LEFT TO RIGHT: 1. Rebecca Alexander, Tourism London; Scott Harradine, Kempenfelt Conference Centre; Natalie Lowe, CMM, Celebrate Niagara. 
2. Gemma Barker, Canadian Diabetes Association; Christine Otsuka, M+IT; Madeleine Bart, Chartered Professional Accountants of Canada. 3. Lyn-
ette Holloway, CMP, Starwood Hotels and Resorts; Jamal Jordan, Deerhurst Resort; Winnie Schroder, The King Edward Hotel. 4. Nancy Jones, 
NJ Events; Dana Warren, Maritz Canada; Wentworth Willock, AVW–Telav; Vlad Haltigin, PDM(i). 5. Carolyn Jacoby Clark, American Express; 
Lynda Gidge, CMP, American Express; Kristyn Dougall, CMP, American Express; Cheryl Ciuffreda, Hoffman-La Roche Ltd. 6. Sonja Chilcott, 
M+IT; Robin Paisley, M+IT; Katherine Wright, CMP, CMM, The Wright Solution; Paul Marchildon, CITE, Whatisleisure? (photo credit: The Image 
Commission). 7. Alanna McQuaid, M+IT; Ruth Williamson, U.S. Consulate General (photo credit: The Image Commission).

Site Summer Social
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White Spaces
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 Miami, Los Angeles, New York, Toronto –  

 stark white spaces  are more popular than ever.  

 Why? Because they’re limitless.  

 These blank canvases are waiting to be transformed  
 with  images, colours, logos and anything you dream up.  

 Oh the possibilities! 
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